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Materials 


Premiums, Prizes & 
Specialties 


Radio & TV Production 
Sampling & Couponing 
Printing & Binding 

Art & Photography 
Shows & Exhibits 


Photoengraving & 
Platemaking 


Window & Store Displays 

Labeling and Packaging 
Typography & Layout ad h qi : D ae 

Audio & Visual Aids 
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An advertising executive gives a 


run-down on the impressive number 


Published by 
the Publishers of 


ADVERTISING AGE 


INDUSTRIAL 
MARKETING 


of items he buys each year. 









Sales Promotion Records 
RCA Victor's 6'2” Spinner 


and 10” Promoter are 




















mailable plastic discs 
Which give direct mail 
promotion the all- 
important selling quality 
Ot personal persuasion 
They're compact, inexpen- 
sive, and offer a 
distinctively different 


dramatic sales approach. 


Sales Training Records 
The new RCA Victor “45 


system for sales training 


is the quickest, most eco 
nomical way to put across ™ 
murown Sales Uw 


insist on 


‘ram. Easy-to-mal 
non-breakable, light weight 


(1 oz.). the new Sales 
/rainer record has overt 
7 minutes of “training 
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s 
the leader in Transcriptions —ie 12" 
Backed by ove Hty Vears 


recording ot research, RCA Visto 
custom processing ; 
pressing 


> 


From script-writing to pressing, RCA Victor's 
top-notch facilities, half century of experience and 
established reputation insure “clean” sound and fast, 
de pe ndable service —at competitive prices. To fill vou 
recording requirements best, contact vour nearest 


RCA Victor Custom Record Sales office toda\ 


Slidefilm Recordings—1s~. 12° 
RCA Victor, piones 


Custom Record 















j automatic Tramye 

a’ So es progression record 

h, Radio Corporation of America * RCA Victor Division provides the most modern 
sound prod 

Phone or write Dept. R-10 Pure ecords 

NEW YORK 20 | CHICAGO 11 HOLLYWOOD 38 = = ? di rane 

630 Fifth Avenue 445 N. Lake Shore Drive 1016 N. Sycamore Avenue . a in speci 

JUdson 2-501] WHitehall 4-3215 Hillside 5171 ; 





shipping cartons 
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* advertising 
photography 
FOR THE ART 


OF ADVERTISING 


CALL ON KLING 


Whatever your need in visual 
advertising — call on Kling. 

Whenever you need a job superbly, 
competently done — give Kling a ring. 
It’s your account and accounts like 
yours that we now network the nation 


from HOLLYWOOD ** 
to NEW YORK. 


* * KLING - in Hollywood, offers you the artistry and 
unlimited technical facilities of the world's 

film center, including award winning animation 
| by our new division (Ray Patin Productions) 


KLING 
STUDIOS 


CHICAGO © 601 WN. FAIRBANKS CT 
NEW YORK « affiliated with THOMPSON ASSOCIATES + 40 EAST Sist ST 
HOLLYWOOD «+ 6650 SUNSET BLYD. 

DETROIT + 1928 GUARDIAN BLDG 


* . . 
training FOR ALL OR ANY OF THESE QUALITY SERVICES CALL KLING 















: Betiabie source for those specialized three- 
dimensional advertising requirements which 
depend on men, skilled hands, experience. 
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exhibits we design 
& displays and produce 
e = ebruc 
ne. convention exhibits ADVE 
museum exhibits ae 
dealer displays 
showrooms 
sales meetings ios 
production ack 
2100 NORTH RACINE AVENUE stages m 
CHICAGO 14, ILLINOIS aia 
models 48 
dioramas 


animations 
cutaways 
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Puts the P. M. at ease... 


Joe the Production Manager in a big 
4-A Agency has to hassle with assorted 
schedules, sizes, color and monotone, 
newspaper and magazine A. & B. lists, 
and closing dates that jump like jack 
rabbits across the calendar. But Joe cuts 
his headaches, avoids ulcers and upsets 
o-* by turning over art, text proof, and 


layouts to Intaglhio. 


Intaglio takes over all the troublesome 
details... processes the copy and shows 
advance proofs, supplies positives that 
reproduce right in any gravure medium, 
meets all the « losing dates. 

For sixteen years, Intaglio’s skilled 
craftsmen have made the finest positives 
and cylinders, and contributed much to 
the popularity and prestige of gravure, 


as an advertising and editorial medium. 


305 East 46th Street, New York 17, N. Y., 
Land Title Building, Philadelphia, Intaglio Cadillac Inc., 


Intaglio also will make letterpress 
process plates from the same negatives 
used for the gravure. assuring uniform 
results in both processes. And helps out 
merchandising by furnishing pre-prints 
of advertising before publication, from 


Intaglio’s multiple proofing press. 


Intaglio also processes many jobs for 
packaging printers — wrappers, cartons, 
boxes... from copy to finished rolls o1 


flat plates ready for the press. 

With day and night Ope ration In oul 
New York, ¢ hicago and Detroit plants 
staff of 300 


craftsmen. . 


.and a line 


more than 
. Intaglio assures the best 
possible reproduction, greatest fidelity, 
best service, and most economical costs. 
For all the facts. or estimates, call out 


nearest office. 


Intaglio Service Corporation 


731 Plymouth Court, Chicago, 
4240 14th St., Detroit, 


700 Montgomery St., San Francisco, 1932 Hyperion Avenue, Los Angeles 
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87,053 Square Feet of 


“KNOW HOW!" 


Far more important than our modern, 
most complete mechanical facilities is 
the competence of our staff, born of 
great experience, to get things done 
fast . . . and right! Nationally recog- 
nized as specialists in quality commer- 
cial printing on newsprint in full color 
or b&w, we're geared to |-million- 
copies-a-day production, and ‘round 
the clock operation. Maybe we can 
serve you! 


* COMPOSITION 


Both line-casting and Ludlow. Fast, accu- 
rate, dependable production. Ample 
choice of text and headline types. 


* PHOTO-ENGRAVING 


Line, Benday, Halftones or combinations 
B&W or color plates. Specialists in 
‘DirecTone’. Ask us! 


* STEREOTYPING 


Rolled or Direct pressure. Large quan- 
tities in a hurry. We can handle entire 
job, even shipping! 


* PRINTING 


High speed rotary presses produce in 
widest variety of format. (See list below 
for but a few.) We're finding new ideas 
every. day. We can serve you better and 
at Jower cost. What's your problem? 


* SHIPPING 


Good jobs, well printed are worthless 
unless they're delivered on time and 
good count. Whether it's a single desti- 
nation or a multitude, we really expedite 
with check and double check to actual 
receipt 


Clot - 


We've specialized in color on newsprint 
since 1921. We insist on ever better 
reproduction, truer, cleaner, more effec- 
tive color. Whether it's a dealer promo- 
tion for refrigerators or paints... ora 
comic technique book .. . youll see the 
difference! 


CIRCULARS—NEWSPAPERS— 
TABLOIDS 
PRESS PASTED BOOKLETS 
COMICS—CATALOGUES— 
DIRECT MAIL 
FLAT SHEETS—LEAFLETS 


Shopping News Press 


5309 Hamilton ave. 
Cleveland 14, Ohio 
HEnderson 1-4444 
Bell System Teletype CV-25 






























































































































































































































we could create a modern Janus of the graphic arts 
we believe we would show him seated on a high-speed press . . . two heads, of course 
one that of a youth to symbolize the beginning of the printed job . . . the typesetting; 
the other bearded to symbolize the finalizing .. . the printing. His right hand would hold 
an RTK typestick . . . symbolic of the very finest in advertising typography 


His left hand an RTK roller . . . symbolic of endless reams of distinctive printing . 











\ - \ 
\ 
_ | 
Nasal / 
RTK sets a major share of the national \ , | 


\ 


advertising produced in Chicago 


\ 


j 
Are we setting type for you? \ 1 
\ } 

! APS RTK enjoys over a quarter-cent 
{4 0 


reputation for distinctive printing 


May we show you samples, soor 


RUNKLE - THOMPSON - KOVATS - INC 


650 W. LAKE STREET, CHICAGO 6, ILLINOIS 


( ephone ANdover 3-0722 
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Advertising Requirements 
and its 20,000 readers 


Welcome and Congratulate 
these 87 Charter Advertisers 


Acrolite-International 69 
Acme Gravure Services, Inc. 62 
Ad Color-Photo Corp. 69 
Advertising Typographers Association of 

America, Inc. 10 
American Type Founders, Inc. 8 
Harry Baird Corporation 98 
Bolden & Company ‘ 27 
Arthur Brown & Brothers 52 
Bundscho, Inc., J. M. 44 
Cleveland Shopping News Company, The >, 9, 82 
Collins, Miller & Hutchings, Inc. 56 
Consolidated Lithographing Cory 14 
Diamond Match Company 27 
Dis-Play-Well, Inc. 32 
Reuben H. Donnelley Corporation 80 
Walter Drey, Inc. 83 
Durable Rubber Products Company 35 
‘ilmotype Corporation 46 
General Binding Corporation 89 
General Exhibits & Displays, Inc 2 
General Outdoor Advertising Company 4] 
Gibraltar Corrugated Paper Co., Inc. 30 
Goodren Products Corp. 40 
Grantham Graphics 98 
W. C. Hamilton & Sons, Inc 94 
Harris-Tuchman Productions 52 
Hausman Mfg. & Sales Co. 29 
James Henderson, Advertising 98 
Inland Lithograph Company 37 
Intaglio Service Corporation 4 
nternational Color Gravure, Inc. 65 
ahn & Ollier Engraving Company 12 
Kaufman Mat & Stereotype Co., The 98 
<ing Typographic Service Corporation 47 
{ling Studios, Inc.... ] 
,anston Monotype Machine Vo... . Inside Back Cover 
(he Letter Shop... 82 
. T. McGarry, Photographer 98 
‘homas F. McGrath & Associates 64 
ohn Maher Printing Company 87 
Aardor Reproductions . 98 
\Marquette Paper Co... 97 
fayer Manufacturing Corporation 32 
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Joshua Meier Company 

Merit Displays 

The Meyercord Company 

A. Mitchell 

Monarch Matrix & Stereotype Co. 
Monsen-Chicago 

Multi-Ad Services, Inc. 

Thomas B. Noble Associates 
Northwestern Photo Engraving Company 
Oak Rubber Company 

Oberly & Newell 

Palm, Fechteler & Company 
Partridge & Anderson Company 
Pioneer Rubber Company, The 
Poole Brothers Inc. 

Port Studios 

Projectograph Corp. 

Radio Corporation of America Inside Front Cov 
R.C.A. Victor Company, Ltd. 
Rapid Copy Service, Inc. 

Reilly Electrotype Company 
Rogers Engraving Company 
Runkel-Thompson-Kovats 

Wm. F. Rupert 

Sales Tools, Inc 

Sander Engraving Company 
Sarra, Inc. 

Whitt Northmore Schultz 
Service Bindery 

Sickles Photo-Reporting Service 
Sparky Specialties, Inc. 
Spotswood Specialty Co., Inc. 
Superior Displays, Inc 

Texlite, Inc. Back Cov 
Carl V. Torrey 

Transcolor Corporation 
Universal Loose Leaf Mfg. Co 
Harry Volk, Jr., Art Studios 

J. P. Walk 

Warren Co., S. D. 

Warwick Typographers 
Weinman Brothers, Inc. 
Western Newspaper Union 
Zipprodt, Inc. 


36 
34 
83 
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A Dutch Treat... 


High style from the low country offers delightful variety and 


a real treat to a modern, practical world. America has given 
hearty and immediate welcome to Amsterdam type faces, the 
modern continental artist's expression of refinement. beauty, 
liveliness, dignity, graceful shapes and luxurious charm and 
directness. These creations of Typefoundry Amsterdam well 
supplement the distinguished foundry types of American Type 
Founders, who distribute them in America. There's a type face 
for everybody, and Amsterdams are for you. Try one for a new 
note in your next quality job. Ask for interesting sample 


brochures and specimen sheets. 


AMERICAN TYPE FOUNDERS }.~ 


Studio is the striking new 
informal type cast by 
Tyupefoundry Amsterdam 


Lipra, InsprREd By The uncial 
lEtteR FORMs Of The 4th cen 
TURY..COMES ALSO IN A LIGNTt face 


Rondo is another popular 
and versatile Amoterdam 


Continental Type 


200 ELMORA AVENUE, ELIZABETH, NEW JERSEY e BRANCHES IN PRINCIPAL CII 
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’ © ® CHomas B. NosBLe, 
nter Your Subscription to 9:10 ssc: 
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ook to Advertising Requirements for IDEAS to help “ous” of 8 ma 


nedia activities 
ter items of our 


uu do a better job of advertising production, promo- 


ou on your new 


on and merchandising. 
A. R. Torte 


: : ertising and In- 
For AR is the voice of the non-media advertising Department 

Mfg Co 
tivities. It’s the guide that shows you short-cuts and 


ter ways of handling your non-media advertising 3!€ Waste 


oblems. Many 


r your letter an- 
ication of ADVER- 
| It’s the one magazine you can’t afford to be without. "5 


is because it fills 


¢ card today. f our clients a: 


ising industry 


bec i 
" sure you don’t miss an issue. Fill out and mail i particularly re 


ite a great deal of 

itherto purchased 

Eo ng ig acm ie te sence a ne a eta mmc a “tant group o! pur- 
NEW Subscription Order F 

B on er orm in impetus to the 

ee ises of advertising 


ease enter immediately my subscription to ublications have 


preerisin REQUIREMENTS for sali ta 


hlighting through 


|2 years (24 issues) at $5.00 a. See ae 


other advertising 


1 year (12 issues) at $3.00 
Payment enclosed [7] Bill my firm [Bill me a plea of many 


a medium to an 
Name Title 





d congratulations 





Peat TERBERT KAUFMAN, 
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GOOD 
IMPRESSIONS 


That's the basic principle of our shop. Every job must 
make a good impression by being done right and 
fast! Our plant is complete, self-contained with the 


most modern equipment for— 


®PHOTO-ENGRAVING 


Line or benday, combination or 





color plates. Hf it's for newsprint 
ie ~ ‘ 
iw, =Overe geared for daily paper pro 
duction and especially skilled in 
color work. Serving many national chain store groups 


Can we serve you? 


ie MAT MAKING 


Fast service on ten or a thousand 
mats. You furnish plates or we'll 
=a make cuts from your art copy, and 


mat. We'll package and ship your 


stores or dealer accounts. Save time! Save money 


Shopping News Press 


5309 Mamilton ave. Cleveland (4, Ohie 
WEnderson |-4444 a Teletype CV-25 — 


“ALL UNDER ONE ROOF .. 


Oe ee ee 





e TYPOGRAPHY 

e ENGRAVING 

e ELECTROTYPING 

e@ PLASTIC PLATES 

e MATS 

e@ STEREOTYPING 

e@ PRE-PRINTS OR RE-PRINTS 


e@ SHIPPING 
CALL MUrreyhill 9-4700 


WESTERN NEWSPAPER 


UNION 


310 East 45th Street, New York 17, New York 
Albert L. Ramsay, Mgr. 











A Dutch 


High style from the low country offers delightful variety and 
a real treat to a modern, practical world. America has given 
hearty and immediate welcome to Amsterdam type faces, the 
modern continental artist's expression of refinement. beauty, 


liveliness, dignity, graceful shapes and luxurious charm and 


Next Month in AR | 


The Abbott Story 


Abbott Laboratories spends over $3,000,000 each year on advertising 
—but less than 20% goes for space. This article tells the many inte 
esting ways the other 80% is spent on one of the most successfil 
advertising campaigns in the nation. 


Why We Do it The Way We Do 


Hoffman Radio Corp. tells the inside story of the thinking behind 
its campaign for TV sets. 


The New Trend— Plastic Signs 


There’s a revolution in dealer identification signs in progress. This 
AR Industry Survey reports on the rapid expansion in the use of 
plastics for signs. 


How To Select Premiums That Click 


In just one month General Foods uses 88 different premiums. Their 
selection is an important phase of the firm’s advertising program. 


12 De’s and Don'ts for TV Commercial 
Production 


The president of Five Star Productions shows (in pictures) 12 basix 


rules for the production of effective TV commercials. 


How Many Words In A Minute? 


AR surveys the radio industry to find an answer to one of the mast 


frequent questions of spot writers. 


directness. These creations of Typefoundry Amsterdam well -=- === 000 - 


supplement the distinguished foundry types of American Type 
Founders, who distribute them in America. There's a type face 
for everybody, and Amsterdams are for you. Try one for a new 
note in your next quality job. Ask for interesting sample 


brochures and specimen sheets. 


AMERICA 


200 ELMORA AVENUE, EI 


FIRST CLASS 
Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 





--POSTAGE WILL BE PAID BY— 
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200 EAST ILLINOIS STREET 


> 


CHICAGO 11, ILLINOIS 
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Standard Oil Ad Boss 
Gives Big Hand to AR 


© I am very enthusiastic 
VERTISING REQUIREMENTS! 
that the 
feature 


about Ap- 
It is about 
things which you will 
in this new 


time 


monthly pubtli- 
cation are given the attention they 


deserve. They are now getting such 
attention in most advertising depart- 
but without the fine editorial 


support which you now propose 


ments, 


Every one knows that successful 
advertising, promotion and merchan- 
than 


buying space or time. The 


dising is fa merely 


more 
good ad- 


vertising department works like a 


orchestra, blending a host 


sal 


symphony 


of machines devices and require- 


ments into a unified cohesive pro- 


t 
gram which attacks the problem 
from all sides and functions smoothl\ 
and efficiently in attaining its objec- 
tive 

So I am glad you are planning you 


new monthly 
MENTS 


ADVERTISING REQUIRE- 
and I wish you well. Thers 
is a real need for 


field, and I am 


information 1n tnis 


sure that ADVERTISING 


REQUIREMENTS will go a long w 
toward providing it 
Please enter my subscription im- 


nd me tne bill 
=e: NUNN 


Standard 


ediately, and S¢ 


Need To Reach Advertising 


Production Directors 





® It is certainly about time that 
somebody published a magazine 
along the lines of your new ApvE 
TISING REQUIREMENTS. We have | 
looking and waiting for just such a 


} 
Saies meSSaLe 


vehicle for oun 
For the 


been in and out several 


past several years we have 





the advertising trade magazines wit} 
None have 


all successful 
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small-space ca 
ever been at The rea- 
son has bee n obvious to us tor some 
time. The produc tion director of ad- 
both in 


firms does not study the 


vertising material 


agencies 


and majo1 


current group of magazines now in 
the field 
We made a small survey about a 


year ago here in New York to find 
It turned 


out overwhelmingly for the ad 


out what “our man” reads 


February, 1953 


column appearing in the daily news- 
paper. We then attempted to run 2- 
inch one column on the same page as 
the column but we landed in with the 
undertakers repeatedly so that failed 
As you might expect, we will be 
in your first issue 

Tuomas B. NosBLe, 
Thomas B. Noble 

New York 


Associates 


Bonanza of Aid 


® Your 


magazine on 


publishing a new 
‘ADVERTISING REQUIRE- 
sounds like 
To those of us who have 


idea for 


a natural to me 
to work 
with all phases of advertising, 


MENTS 


you! 
new book should be a bonanza of aid 
As you say, there is plenty of avail- 
able material on publication media 
What we never get enough of is ma- 
non-media activities 

the bread and butter 


terial on the 
items of our 
operation 


More 


indertaking 


power to you on your new 


A. R. Torte 
Manager, Advertising and In- 
dustrial Press Department 
Allis-Chalmers Mfg. Co 
Milwaukee 


\R Will Eliminate Waste 


Circulation for Many 
® Many 


nouncing the 


thanks for your letter an- 
publ ication of ADVER- 
ISING REQUIREMENTS 

We are 


it comes 


; a 
thankful because 
aS a particular ‘ly re- 


1 
note to us because it fills 





a need tor many of our cle 


nts who 
ater to the advertising industry; 

it will eliminate a great deal of 
waste circulation hitherto purchased 


o reach this important group of pur- 


4 pus 

chasers 
it will give an impetus to the 
merchandising phases of advertising 
which existent publications have 


been ignoring: 


it will help marketing and 
highlighting through 


pages the 


distribution by 
editorial importance of 
point-of-sale and other advertising 
requirements; 
it answers a plea of many 
vears duration for a medium to an 
influential market 
Compliments and congratulations 


vour foresight 

HERBERT KAUFMAN, 
DuFine-Kaufman, In¢ 
New York 











GOOD 
IMPRESSIONS 


That's the basic principle of our shop. Every job must 
make a good impression by being done right and 
fast! Our plant is complete, self-contained with the 


most modern equipment for— 


Line or benday, combination or 
color plates. If it's for newsprint 
we're geared for daily paper pro 
duction and especially skilled in 
color work. Serving many national chain store groups 


Can we serve you? 


ee —AARAT MAKING 


Fast service on ten or a thousand 
mats. You furnish plates or we'll 
= make cuts from your art copy, and 


mat. We'll package and ship your 


stores or dealer accounts. Save time! Save money 


Shopping News Press 


5309 Hamilton ave. 
WEnderseon |-4444 


Cleveland (4, Ohie 
__ Teletype CV-25 


“ALL UNDER ONE ROOF .. 
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e@ TYPOGRAPHY 

e@ ENGRAVING 

e@ ELECTROTYPING 

e@ PLASTIC PLATES 

e MATS 

e@ STEREOTYPING 

e@ PRE-PRINTS OR RE-PRINTS 


e SHIPPING 
CALL MUrrayhill 9-4700 


SS NS 


UNION 


310 East 45th Street, New York 17, New York 
Albert L. Ramsay, Mgr. 











it needs 


Wehahover the 


printing process-— 





ATA typography 


In 1796, a Bavarian housewife asked her 25-year-old son 
to write out a laundry list. Alois Senefelder, an unsuc- 
cessful actor and dramatist, was experimenting as a 
printer and engraver at home. Not having paper handy, 
he wrote the list upon a smooth stone. Thus lithography 
was born—so runs the story. 

The process has come a long way in the century and . 
half since Senefelder’s discovery. Magnificent results 
are now obtained in the graphic arts through lithog- 
raphy and its allied forms of offset, planograph and 
gravure. Yet no matter how the impression on paper is 
made, type must still be set, and here the Advertising 
Typographers Association of America, Inc., enters the 
picture. 

ATA typographers are not only specialists in typog- 
raphy —they are experts in pulling sharp, clean proofs 
on paper, acetate, bronze glassine or other specified 
materials. For best results from your offset or other 
printing plates, a host of satisfied advertisers recom- 
mend ATA typography and ATA proofs. 

ATA members offer their customers these significant 
services— greatest choice of type faces, highest quality, 
intelligent service, expert craftsmanship, complete facil- 
ities, sound business dealing, uniform practices, type for 
all advertising demands, and finally—of signal impor- 
tance to the customer—lowest practical costs. And not 
one of these is ever neglected in doing your job. 

No matter what printing medium you intend to use 
on your next job, consult the company that provides 
such services as a matter of course. There’s an ATA 


member near you. Call him on the phone at once. 





Advertising Typographers Association 


of America, Inc. 


Executive Offices: 46] EIGHTH AVENUE, NEW YORK CITY © JERRY SINGLETON, Executive Secretary 
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BALTIMORE, MD 
The Maran Printing Co 
BOSTON, MASS 
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Yaeger Typesetting ¢ Inc. 
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Dayt Typogra Service 
DENVER ° 
The A. B. Hit Pr 
DETROIT, MICH 
The The I le ( 
Fred C. M ( 
George W & ¢ 
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KALAMAZOO, MICH 
Claire Mahoney 
LOUISVILLE, KY 
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MILWAUKEE, WIS 
Art Pr 
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NEW YORK,N. Y 
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I gr x 
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M ell & McDe 
Chr F. Olse Ir 
Fre Nels P iC 
PI T\ wr 
I Typogray 
Fr k W. S 
H Silverste 
Ss re « A “eT 
Tri-Arts Pr I 
Typogra Crattsmer 
Typogr Designers 
The T gray Service ¢ 
Vanderbilt-Jackson Typogr 
K H. Volk, In 
NEWARK, N. J 
Barton Press 
William Patrick Co., Inc 
PHILADELPHIA, PA 
Walter T. Ar ng, Inc. 
Alfred J. Jordan, In 
Pri ve Composition Co, 
Typographic Serv In 
PORTLAND, ORE 
Paul O. Giesey 1 
ST. LOUIS, MO 
Warwick Typographers, Inc 
SEATTLE, WASH 
The Deers Press 
Frank McC Acme Pre 
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conviction that “signs” Association Executives 


READERS WRITE have never received their rightful 
RCS SR importance in the existing national Suggest Expert on Signs 


advertising publications. That’s why | 
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It is the personal skill, vigorous 
initiative and conscientious 
service of individuals 

... combined with the pride in 
and the reputation of their 
organization ... which assures 


excellence of quality. 
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ye 


ness? ¢ i 
aaO" 


Agency: Henri, Hurst & McDonald, Inc. 

Art Director: Kitty Spies 

Production: William Dooley 

Advertising Manager, Kroehler: Lawrence W. Keller 


QUALITY CONTROLLED 


COLOR PROCESS 


ENGRAVINGS 


Chicago's largest fine frhotoengraving plant. 54 © black & white 


© color process 
for letterpress 
reproduction 


© color offset 
reproduction 


JAHN & OLLIER ENGRAVING CO. 


817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 
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How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 


9 a1 ‘ 
ly? Tell us how, in not more than 200 words, with pictures or 





drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11 
No material will be returned unless specifically requested 


and accompanied by return postage. 
Store Display Helps 


Consumers Pick Tiles 
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n and furnished by The Hei 
Co (Milwaukee ) 
Webster Kuswa, Vice Pres 
Paulson-Gerlach & Associates, h 
Milwaukee, Wis« 
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WORLD'S TOP AWARD 


THE STA® OF EXCELLENCE AWARDED IN 
SPUSSELS AT THE INTERNATIONAL SEER 
COmPETITION WITH SPECIAL CONGRATU 
LATIONS FROM THE BOARD OF ADIVD! 


CaTORS- WORLQS HIGHEST AWARD 





Die-Cut Tabs Used tor 


Beer Case Identitication 


has re-usable cases for its beer which 
presented an identification problen 
S ce tne Same cases ale ised To! 
Doc and iage bee and <¢ it wo a 
ot qgdo t t ti nave the pa nt 1 
‘ a the ontents. This was 









‘4 eturnable type bee Ses US¢t 
light pads” wl t e7” x9 an 
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ori g the pro t. B ting ar 
r liting < ne ent ) - 
tion of the the ble 
Vas QuickKl tive Sé 
This involved oO ext cost fe 
abor since the mer Vine e ft 
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tab slide out the hand- é rau 
er-dl er-cConsu r r t ( - 
t A plus valu S | 
tne QD | out whe! r Case s e- 
t nec to the brewe t I g t 
pad ipside aow' na Ss ej 1 
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YOU DON'T 
JUDGE A 
BOOK BY | 
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ITS COVER 













Main Office and Plant at 
Carle Place, L.1., N. Y 


Sales Offices in 
Philadelphia, Chicago, 
Lovisville and Tampa. 
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. these books uncovered a multitude of 
sales for Becton, Dickinson Thermometers! 
Formerly hidden under the counter, they 
came out on top, in this dispenser display. 
and reports from 10 test areas already 
show a 53° increase in sales! 

This unique display achieves a three-fold 
purpose. First: excellent display for a 
product not usually considered a good 
display item. Second: a dignified, ethical 
display for Rx departments which druggists 
welcome and use. Third: easily accessible 
stock, right inside the unit. 

Consolidated takes justifiable pride in 
having created and produced this display. 
The know-how that went into its success 
could work very well for your own product. 
Why not talk it over at your convenience? 
No obligation, of course! 


Make your under-counter items 
pop out into the open, with displays... . 


Sales Engineered by 


LONSOLIDATED 


Lithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 





HOW 
I SOLVED IT 





Newspaper's Problem 


Solved by Bonus Plan 


A newspapel which uses preml- 
ums to attract new circulation al- 
ways runs into serious complaints 
by regular readers that they, too 
should be entitled to a premium. The 
fact is that a regular subscriber is 
worth more to a newspaper than a 
new one, but it is not practical to 
offer a premium to old and new 
readers alike 

Howeve1 In order to Keep good 
will among our regular re 
instituted a plan called the 
News Reade) Bonus Plan 
solved this problen Each month 


the Citizen-News offers all of its 





readers a timely gift, % a very lov 


wholesale price 


A gift for you... 








oe 
One oft the most successi il item: 
used was a set of ix steak knives 


which would retail for about $5.00 
It was offered to all readers fe 
$1.75, plus six coupons clipped fro 
the Citizen-News. Over 5,000 sets o 
knives were sold to our regula 
readers, and we received a mult 
tude of complimentary letters ar 
phone calls thanking us for permit 
ting them to obtain these _ iten 
through the newspaper at such 
low price 
The following month, I used th 

same set of knives as a premium t 
build new circulation and di 
not receive a single complaint fro 
our regular readers 

C. M. Ripperto, Circulation Di: 

Citizen-News, Holly wood, Cali 
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HOW 
I SOLVED IT 
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COLOR POST CARDS 


for effective 













3am sales promotion 


Radio Stars Introduced 
In Touring Stage Shou 
WAYS (Charlotte. N. Car.) was 


faced with a not too infrequent 


and advertising 


problem faced by many regional ra- 


dio Stations we were a directional 


station and were not reaching all of 


the listeners in our coverage area TRANSCOLOR CARDS 
This was partly solved by spend- 


ing $75,000 on engineering improve- 


canis, Wek Gen ht bee nee made direct from 


for us to tell these new listeners 


eee ae a Kodachrome cost 
We figured that when vou ve ot 


Sary 


PP citi ings: yeti T oad ai less than one cent 
and meet your listeners. That's what 
WAYS did 


All talent appearing on the statior 


As specialists in process color work, Transcolor’s Post Cards are 


widely used by national advertisers because of their high quality and 


ac well as ctatt annour 
a WCill a aill callie 


ay economical price. Quantities as low as 3.000 cost less than 5¢ each. 
on executives made trips to var 


ous towns and cities in the two Transcolor Post Cards are used for direct mail, dealet promotions, 
Carolinas Billed as the “Caravan of as advertising reprints, sales samples (products shown in full natural 
anit eniborieie oa @ ce color) and many other special projects. 

it oS eae cheon clubs, et Samples and prices on request 

s0Ca idk t S ere ! te to a} 


Oa tae ae cee a TRANSCOLOR CORPORATION 


were handled b hn. <ninmenrinc 527 Lexington Ave. ° New York 17, N. Y. 





groups who etalne Dp ce tave 

for their own projects. The station's 

share went into producing the show 

anda eliminated the need for any 

extra money tron the promotlor 

budget 

il] expe St i lights I 

were iwarded persor selling tine 

irgest number of. tickets Othe ATA 


promotion “stunts” included special SAVING 


' t re , ’ \ Tepy i r - 
poste a nev pe a di€ 
streamlined bus (radio-equippe 
police escort to the eit pel 


ited, and other promotions. Afte CATA- 
each show the ‘ ntire cast would al LOGS, BOOKLETS. FOLDERS, LETTER 
mingle with the audience for the A HEADS, OFFICE FORMS. RULED and 

purpose of “getting acquainted PRINTED FORMS, ETC. 








ll in all the ove ( 
VaS a great su ess even t 
out to be self sustaiz ing Ot co St 
it not only served as ‘ 
builder, but was a big aid sales 


pron otion 


Ken McClure, Pro. Mg: 
WAYS, Charlotte, N. Car 


UNIVERSAL 


LOOSE LEAF MFG. CC., 
Call HArrison 7-1811 
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FIRST in the \ 


\) 


| 
Y minds of thinking 
production men 


Su ABA 
as ‘ lS | 
SSsyieE= 
—_ 
P&A for more than half a century, a 
has maintained that quality and service |: A 
Should go hand in hand. | 


PARTRIDGE & ANDERSON COMPANY | : 


HARRISON 7-3732 + 712 FEDERAL STREET + CHICAGO 5 





TENAPLATE AND VINYLITE MOULDED ELECTROTYPES * NICKELTYPES 
MATRICES * STEREOTYPES AND PLASTIC PLATES « R.O.P. COLOR MATRICES 
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Everything from Chewing Gum 


By ROBERT M. GRAY, 


| 
When the edit f Ap\ 
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“We handle approximately 7,500 production jobs in a year.: 
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@® Esso Manhattan a bi-weekly Hayes, a display consultant to de- each in minimum lots and 1326 ear h 


with a circulation of about 6,000 n and produce the display unde) { they order 175 or more. They can 


concentrating o1 the New Yorl the super on and direction ot the . get Christmas card and enve lope s 
market dadepartment uso bearing their imprint, to $2.85 
Aside from the map program, the for 50. with additional cards costing 
@ Esso Heat-ways a ne maga- sales promotional activity culminates only $1 for 50. The pocket calendar 
zine which will have a circulatio each year in a co-op desta: advertis- neluding mprint, costs the $3.50 
of 3,900. One man is responsible ng-sales promotion portfolio which per hundred 
for planning, editing and publish- Esso sales representatives use in The direct mail pro ered t 
ing each of these books lol hicl working w th dealers. Thess port- dealers is one of the best buvs on the 
Esso no budgets more that! LOLLOS are produced in the fall of the market A ten-mont! 
$200,000 annually Veal and presel ta complete vear’s 1953 will cost dealers S48 15 pe nur 
vindow display, direct mail and cal- dred names. If they want o1 a four- 
» Largest of the department sections endar campaign which is sold to deal- month progran the t $23.60 
is sales promotion, both from the mn a co-op basis Addition; wit () ‘ 
tandpoint of the variety of its a Included in the portfolio are foun $21.80 
tivities and from the standpoint of | reproductions in small size { The cost: includ the plete 
budget For the endless variety I 12 commnlot vindow displays, en HIEce n the mail. Ess dan ¢ 
products and projects which the sal bracit center piece and two sid ply n s pieces t The 
promotion section supervises, Esso pieces (along with alternate disp supp the t I dt 
and its dealers spend a total of not those areas in the South where a list of car owners in the te 


too tar trom $3,000,000 annu: 
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ORGANIZATION OF 


MANAGER ADVERTISING-SALES PROMOTION DIVISION © 
MARKETING DEPARTMENT 
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for July mailing is a photo album, mailed to about 800,000 customers of invest something like $800,000 of 
consisting of a full color “happy va- perhaps 5,500 dealers, had resulted their own money in these programs 
cation” cover and seven sheets of in 75,000 additional requests from But to get back to what we buy 
blank album paper, neatly bound into hospitals, churches and other groups lor a moment—another of our direct 
a thoroughly acceptable photo album by early December, and is unJoubt- mall pleces uses one of those solt : 
Still another item that we are pos- edly one of the best pleces we have brass fasteners which are used to " 
itive will be a winner is a Christma ever produced hold sheets of paper together, so I 
suppose we hi O vy about 800.000 p 
song book, to be mailed in Decembe1 Gis eae a ad ippose we had to buy abou fr 
Pet eres caves ener toes stoke dea of those; another carries an actual ‘ 
Bearing the dealer imprint, and with , i oaccat | aie pare ee eT een 
_ stations direct mali to De more than ylastic strip Band-Aid pasted to it tN 
idvertising restricted to the covers ] ] - ; ree ape oo s 
; saribare otek aa . ee simple advertising we want it to ) 
this book carries the words and nave some use In itself, if poss ble, > As I have said, the Esso advertis n 
music of a score or more of Christ- ind to create warm, friendly feelings ing-sales promotion department does 
mas song favorites. We're sure it will for the dealer whose name is put not actually issue the purchase or- Vv 
be a winner because our November, on it ders for this material itself. Just as a 
1952, mailing was a songbook of Incidentally, if past years can be it turns to experts for its maps and 0 
“community favorites.” This book, taken as a criterion, Esso dealers will touring service and for its shows and b 
th 
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exhibits display so does it turn to 





experts to actually create and pro- 
duce its calendars, window display S 
and direct mail. In this latter area the 
expert is the sales promotion division 
of McCann-Erickson Inc., our adver- 
tising agency, which produces unde} 
our supervision and direction all the 
individual pieces shown in the port- 
folio plus the portfolio itself 

McCann-Erickson has a sale pr 
motion staff 


of somewhere ne 60 


people A Poodaly portion ot then 
must be busy at any partie ular time 
on our account. The day I decided t 


check them—it happened to be De« 


11 and | sure there Ss no sper 
ish on that da tne had 136 ac- 
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tion cont! b 





} } 7 
) wn department the de 
ent and pi ? ? ‘ + te 
Tt sis nota me + ‘ ict 4 the 
entire st 5 2 b ne ade r 
vi ‘ A . 
velties Ecc te +} } 
< ( t 
e so es. O ‘ t I + 
‘ t r 


1 63.000 t the 


ers are t De t ( t 
I ict t st { UU 
e Es E> VW 
+ 
( ‘ ( ig . 1 
( Ss ‘ 6.000 , 
V7 > . : 
‘ te Vu-Rit é . 
( ( \ ‘ 
Salt a peppe t ers, ti D 
a plast truck Da ite 
. 1 P 
pape pop ns. The ‘ >W ‘ 
3¢ to about 86 ( , 
\4 Cals ruil t ‘ t t t yt T t 
é $250,000 te t hn the ett ! t . : 
t + + T 2 PD 
é ere re I 
© Dest re t ite t é é 
ea 9 t ¢ + + ¢ s | es b it 5.000.000 
: > > 
i Dlasti t pe ci et Si! l \- ear. through ab it 1.000 
ng Esso p ©) ( ! é nge 
} 
> 
»’V 
\\ 
4 Y 
\< 
t D s t < 
4 T 
s _ A 
( 
1 
the t eve o 
} é < ‘ 
) 
7 ( Q (( 
T} 
( ss es | 
ri < 
it t t 
x , 
N¢ y 
‘ np 1 ‘ 
es I t 





February, 1953 







































He who wh spers down a well 


About the goods he has to sell 
Will 
Like him who shows them round and 


hollers 
Minneapolis-Honeywell Regulato 


never reap the golden dollars 


Co. (Minneapolis) has taken this old 
rhyme at face value and decided to 
help their “holler”. Their 
method: A 


gram consisting of seven how-to-do- 


dealers 
dealer education pro- 
it books which took 5,000 man hours 
and $100,000 to produce 

Each 


' 
fashion and 


book is written in prime 


outlines programs o 
sales which can 


helps be applied 


equally well by both large and sm 





dealers. The seven subjects a1 


. Sales training 
Personal selling 
Advertising 
Direct mail 
Exterior display 
. Interior display 
. Public relations 


NOQURWON— 


The sales kit also contains 
pared by Various outside sources 


These are 


1. Prizes for Everyone, a mar 
or sales contests itk mere! 


prizes, by Cappel-MacDonald & Cx 
(Dayton) 


na 
CiSsé 


2. Display Materials Catalog fro: 


Reyburn’s (Chicago) 


Advertising, 


3. Remembrance 


catalog oft advertising 


> 


Brown & Bigelow (St Paul) 


upplementary aids to sell pre- 


ST “‘altles r\ 
peciaitl t 


Your Advertising “Know How 


4. A brochure 


describing Dodge » The 


Reports, by F. W. Dodge Corp. (Ne other 3.3 


Yor k 2 


5. Tips on Setting Prices and Con- prep 
trolling Overhead, a booklet contain- 
ng selected business publication ar- Empl 


tvpical cost facto ead 2$ 


let azine 


ticles concernl! 


if the dea 


According to H. D. Bissell. Hone 


i denies of ean 
‘tn tle a whan th 
an industrv-shaking revolutior , 1 
=) nn r The has bes 
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ore than 1,600 man hou 


aration and_ photography More r 
than 1.800 photograph ere ( ’ 
The company used more than 4) 

models, 90 of whom were Hone ( 


ell empl 


Let Your Customers Share 
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MVinneapolis-Honeywell Prepares a Colorful 








Series of Helpful Sales Promotion Aids 
For Dealers... All Packaged in 


{ Handy Reference kit 


s 
Ming theeces, 


Public Relations 


Sales Training H 


Personal Selling 


Advertising 


“2 
‘ 
© seu 


Direct Mail Over 50.000 


coptes of this 


ing the publ kit have been sold. 


Keep on yor “i 
> 


You can get one for So, 


Exterior Display 


Interior Display 
H 
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American Advertisers Spent $100,000,000 
On 1953 Calendars ... but many ignored 


The Public’s Preferences In 


Calendare 


Calendars are a growing business 
Advertisers invested ove! $100,- 
000,000 in 1953 calendars—approxi- 
mately 10° more than a year ago 

Yet, in spite of the large dolla 
volume, calendars are seldom treated 
as a medium worthy of serious study 
as part of an over-all advertising 
campaign. According to industry 
leaders, personal tastes influence by 
far the majority ol calendar pur- 
chases 

Recently, nowever, S¢é veral sources 
have been conducting a great deal 
of research to determine various 
“audience” factors which should in- 
fluence calendar buyers 

Probably the most notable trend 
is toward calendars with some use- 
fulness other than providing dat 
reference. According to Charles H 
Parton, executive vice president of 
Osborne Co. (Clifton, N. J.), calen- 
dar division of American Colortype 
Co., one out of every three 1953 
calendars will double as a cook book, 
a parent’s guide to child care or a 
roundup of useful household hints 

This trend is undoubtedly the re- 
sult of a number of surveys which 
have clearly indicated that the 
American housewife wants and uses 


this information. A survey made by 


the Home Makers Guild of Americ: 
for Plough, Inc. (Memphis) revealed 
that two-thirds of a panel of 1,000 


prete1 these added features 


One of the most complete calenda 
preference surveys has been ¢ 

. “a 6 
ducted by Shaw-Barton, Inc. (Co- 


shocton, O.). It covered a wide 


ety of homes in 27 states. It showed 


* Average of 2'/, calendars per 
home 

¢ Average of 11/2 calendars hang- 
ing in each kitchen 

* “Homemaker” style hanging in 
40% of homes 

* Art calendars hanging in 40% 
of homes 

* Religious calendars hanging in 
33% of homes 

* Calendars hanging in 40% of 
living rooms 








* Calendars hanging in 29% of 
dining rooms 

* Over 50% had calendars in the 
den, study, recreation room, bed- 
room or bath 


Feature preferences (in order pre- 
ferred): 


1. Full color pictures 
1. Multiple pictures (12) 


OZ) re & 
VE 


Advertising Requirements 


Recipes 

Household hints 
Ample memo space 
Easily read numerals 
Holidays marked 
Religious information 
Pocket record feature 
Small construction 


OONAUDWH 


Other information: 


* 70% reported they used calen- 
dars for making notes. 

* 68% said informa- 
tion on specialized calendars 


they used 


Picture preferences: 


* Landscapes — 42% 
* Animals, children, human inter- 





est — 35% 
* Farm, floral, Western — 11% 
* Religious — 7% 
pal v es bt kut the s vey 
rit £ B & Bige (St 
Pa ). the t S gest ( é i 
i ts that sp Ket ¢ ‘ 
bec e the rst ‘ type 
é ! 5.000.000 stril I 
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l ( l es nere Se e clubDs and I le 
houst cal B 1 & Bige S - 
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Advertis ( (I a City) stra s | N I \ I 
M s ( H. W.S ‘ c I ingele 
‘ Cc} rr Use in offices: 
: I i a O B * 91% use wall calendars some- 
Calendar Art wv eries where 
T — * 54% use wall calendars in both 
‘ pire private and general offices 
; i * 76% use wall calendars at least 
he i : in general offices 
R , ; Mi ( ( * 69% use wall calendars in pri- 
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vate offices 


Number of calendars received: 
8% 


hac c 1 jy nNtities a< } ° 


receive too few for general 


1.500.000 use 





te 
wn 








An q Industry Survey 


* 42% receive just about enough 
to take care of their office re- 
quirements 

* 50% receive more than enough 
for their immediate requirements 

* 67% of ‘“extra’’ calendars are 
passed along for use elsewhere 

* 35% of “extra” calendars are 
destroyed 


Format preferences: 

* 76%—12 leaves, 3 months per 
leaf (current, previous and com- 
ing) 

* 13% —12 leaves (1 month per 


leaf) 

* 4%—all 12 months on single 
sheet 

* 2%—4 leaves (3 months per 
leaf) 


* 28°%—no preference 


Illustrations: 
* 57%—12 different illustrations 
* 15%—single illustration 
* 28%—no preference 


Calendars with nudes present one 
of the most controversial items in 
the business field. Added interest in 
this subject was partially a result 
of the vast publicity given the calen- 
dars with nude photos of Marilyn 


Monroe. John Baumgarth Co., one 


of the two firms which bought the 


only available Monroe nude photos 
reports that this calendar has re- 
their 


history—40 times over any othe 


+1 ] 
largest Sales 


sulted in 


best previous selling nude subject.” 
} q 


Western Lithograph Co. (Los An- 


1953 


Gyanwars 


13 
210 
27 


Storage Pockets have prc 


that th ¢ deyr 





geles), which used the other photo, 
reports its Monroe calendar ran con- 
siderably behind one with a child’s 
picture. Some other firms even re- 
port “nudes are on their way out.” 
On the other hand, a relatively new 
(South Gate, 
large volume 


firm, Page Products 
Calif.), has built a 
dealing entirely in calendars with 
nudes 

The most complete survey ol spe- 
cific illustration preferences was 
conducted by a Canadian printer, 
Walker Press (Toronto). Theit 
survey asked businessmen to list 
both the type ol calendat they liked 
(column A) and the one 


to recelve 
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Thermometers on calendar 


1 Scenery 1 Product in use 

2. Humorous 2. Scenery 

3. Nudes 3. Humorous 

4. Cheesecake 4. Kids with pets 

5. Seascapes 5. Nudes 

6. Wildlife 6. Wildlife 

7. Historical 7. Seascapes 

8. Outdoors 8. Historical 

9. Girls (sweet & 9. Cheesecake 
wholesome) 10. Girls (sweet & 

10. Game dogs wholesome) 

11. Kids with pets 11. Game dogs 

12. Product in use 12. Kids 

13. Babies 13. Outdoors 

14. Pets 14. Pets 

15. Sports 15. Sports 

16. Kids 16. Babies 


Desk calendars represent anothe1 


These are usually 


expanding field 


1 
leather o1 


: : ; : 
ade with metal, plastic, 








CONTINENTAL. 


INSURANCE COMPaNy 


Permanent Type 


] + 
leatherette bases and reach both the 


home and business hela 


Pocket calendars have take! 
definite upsw R. G. Regest 
Ssaies Manage of Pe Arts M ( 
(Philadelphia), exp nat D 
two years ago plast t 
ink manufacturers pooled their ex 
perience to solve the problen 


printing on sneet Vinvlite This 
eliminated some of the problems 


that nada pre us et ( 

cale development t } 
calendars. While e quantit 
this type I calen t é 
on cardboard, the plastic type, a 
cording to L. G. Bala tyne ( 
yrresident of Balant ‘ M ( 

ins the tota } a 
DLLLILOT pe Vea 

W! st r ep ( . 
a 12-month affai some ftirn ne 
ae veloped a big bus he I pe 

inent-ty pe calenda These 

} . Cll 

esupplied with ne pads at regul TO 
tervals of from one t ive ( ws 
Permanent Sign & Display C \ 
(Reading, Pa.) reports an interest 

ng production development for th 
type. It first prints the lustratior fl 
and copy on regula) printing pape 7 
This is laminated with a gloss plas- 
tic, and then veneered to meta 


Bolts hold the pad to the calenda 


; mM 1 A 
back. The firm reports a_ definit BS 
trend toward smaller sizes in th ye 

ve 

type ol calendal Collins M. Shaw Pr 

y . + . cy 

general manager of Scioto Sign C¢ to 
(Kenton. ©.) notes that one of the 

major features in the success of tl 1. 

; 1 p 
type of calendar is its dignified ay 
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Personal...“Different”... 
The Perfect Gift 
For Colleagues... 


Customers... Salesmen... 
Friends 


facealin 


Le | ee 2 ie oe a 








@ ONE TIE OR TEN THOUSAND 

@ FOUR-IN-HANDS OR BOWS 

@ ANY COLOR—ANY NUMBER OF 
COLORS 

@ ALL-OVER PATTERNS OR MODERN 
“SPOT” DESIGNS 

Your owr Juct ¢ 













Phone Wire Writ 
FOR FREE DESCRIPTIVE CIRCULAR 


C) SAM 


489 Milwaukee Ave. © Chicago | e MOnroe é 






Specialties, inc 





YOUR NAME 


_-— in every car 
Tl 


hi ee eee 
ier wa 
TO CAR : 
VISOR a 
— FOR 
ge y [lta 
e * ‘ 
w 3 
| oon METS 
ime £ OR CAR 


A premium your customers w see and 

many times every day for ye 

years and years at s af 

you! Dispenses§ reg es K 

Ponds pocket pack tissues. Ref 

everywhere. Be the first in y« 

today. In Red, Blue or Green 
SAMPLE ON REQUEST 

1sk your jobber or wire or writ r 


plete imformation 


BOLDEN & CO. 
1001 Berwin St pi es 


ws ebruary, 1953 
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Explain Organization ol 


Prize Award Campaigns 


Cookie Patterns Otlered 


By American Dairy Assn. 


We have supplied the 


UNION PACIFIC RAILROAD 


with its book match advertising 


requirements for a number of year: 





The Wost Whdely Read 
Pook Ht < sapling 


AND HOW IT HELPS MAKE 
ADVERTISING MORE EFFECTIVE 


r with the recder t expose 


NEW ADVERTISING APPLICATIONS 
AND TECHNIQUES 


MAIL THE COUPON FOR 
COMPLETE INFORMATION 


THE DIAMOND MATCH COMPANY 


Book Match Advertising Department 
Springfield Mass 


and OAK has it 


Balloons that Fly, Soar, Zoom, 
Roar, Whirl. Balloons that de- 
mand — and get — full cus- 
tomer attention. Balloons that 
are WANTED by every kid 
in the land! 

PLUS the complete OAK line 
of standard and unusual items 
to fit every need for Sales Pro- 
motion m Jia with appeal. 


All illustrated in our new 
price list, just out. If you 
haven’t received yours . 


WRITE US 
TODAY 


SUTae) Ua 1:15 ae) 





f 
OAK-NYTEX “> Ad) TOY BALLOONS 


223 SYCAMORE ST. 
eV Dee 





Book Matches and Phonograph Records 


Help Union Pacific RR Promote Travel 


Book matcnes pnonog 
‘ sa } ne - tect 
sales pro yn t by Un Y 
cific R ( (O ) 
UP Du « r 
st ) ms is on its dir 
lout by its traff 
r esentatl ) Oo get iXl- 
Se ie ) ese 1o ci 
ert ite ri i oad 1 i 
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tine Isl! spe- 
ecords These e- 
i Vy to a to 


bUU travel agents and travel Dureau 
ougno. the < 

The rec S contain 
Sir -Aw ) € l 
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g gu 1 Zion, G ( 
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r s. UP is ne elive 
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e R Tri t S 
\ The trio é 

ec ) Art (a t r\ 

( der i 1 t oS V; The 

ordings will De tra 
burea t et ‘ ‘ t 
na s ( ( oO ape 

A! ige ‘ 
record € xplains 

Far be it from us t aim that lister 

ng to Sun Valley music w 1 afford a 
much pleasure as going there. But we d 
hope you find the enclosed recording of 
the Sun Valley Trio enjoyable. We hope 
too, you ll remember that your patror 
ooking for fun couldn't do better, any 
where! 

The first record series was 
sent to each patron who visited th 
Utah-Arizona national parks on spe 
cial all-expe nse tours out of Chica 
go last summet The tours are 
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joint enterprise ol UP and Cl 
and North Western Railway 


feels that these records 
played and replayed mar time 
is ire i 
elp te p t 
served b the 
The ral Ss ( 1¢ 
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Ur Rec ling ¢ ( 
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Slide Chart Booklet 
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The Colonel s 


OUTSTANDING 
PREMIUMS 


Manufactured by the 
House of Spotswood 
ARE 
SURE-FIRE PREMIUMS 


They will round-up BIG SALES tor you 
Unusual WILD-WEST and EASTER PREMIUMS 


Clicker Pistols, Clicker Spurs, 


Bang Guns, Singing Lassos, Big Chief Indian Head Bands, 


FEW of our Cowboy items are 


Head Bands with assorted colors of real feathers, Railroad and other 
styles of Paper Hats. We also manufacture many other outstanding 


Premiums. Write for Samples—Samples submitted without obligation. 


SPOTSWOOD SPECIALTY CO., Inc. 


America’s Largest Manufacturers of Thrilling, Colorful, Ac- 
tion, Child-Appeal Premiums and Advertising Specialties 


214 -228 JEFFERSON Est. 1895 LEXINGTON, KY. 





et paa 
Balloons 


Sell 
Ta 


No 
. 


RUBBER ADVERTISING 
COUNTER CHANGE MAT 










WEINMAN BROTHERS, INC. 


Manufacturers 
3260 W. Grand Ave Chicago 51 






ame a ’ PIONEER 


FREE BOOK 


OF PREMIUMS, PRIZES, : S ‘ 
INCENTIVE MERCHANDISE he print \ rn se 


We Save You Money 


sacoon YOUR SALES 
WITH PIONEER QUALATEX 


| Hausman Mfg. & Sales Co. LLBOARDS 


Hogrine 8! 
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Q. 


- « Will you come in and talk to us about 


a Gibraltar MD* to introduce Colgate' 
Chlorophyll Tooth Paste? Incidentally, 


Ss new 


can you 


rubber-plate print in four colors with high- 


47\ 
Sp 


gioss inks... * 


\4 SC Dy 


—— 
/ CHLOROPHYLL \ 
wus FULL BENEFITS «+ ) 


CHLOROPHYLL FO! pasts \ 


Easily set up one-piece 
partitionless floor-stand. 
Rubber-plate printed with 
l . high-gloss inks in green, 


black, red and yellow on 
white corrugated. 


MEMO 
fr Mr. S. P. Boochever, Director 
rom GIBRALTAR MERCHANDISING DISPLAYS 
* 


to: Sin bes Dept 





Rew 


nm Manager 


Act the dope ox ale. Dia Ure 
Mo teed 4/21/52 — aL Aales Pedtt 7 


> >T > 
— t- I a 
<_— ® . 


A. 


Dear Mr. Boochever, 
The corrugated floor-stand Gibraltar 
designed and manufactured for Colgate's 


1 1 m : : ‘<9? 
new Chlorophyll Tooth Paste has been a Got some Q's? 


great success, and has helped establish us 


as one of the leaders in the field. We've got the A’s. 


To the fact that you've done a fine job 
for us, I want to add that the prices are 
right and the service, splendid. 

Sincerely, 





ol) | 
{ see / a —_ 
MYC fpee Air y= = SS, 
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*Merchandising Display 


Call or write for your Gibraltar MD* Re for Rising Sales 


Visit us at the P.O.P.A.1. Show—Booths 59 and 60 


(Gibraltar 


CORRUGATED PAPER COMPANY, INC. 






8101-25 TONNELLE AVENUE, NORTH BERGEN, N. J. 
LOngacre 5-3405, N.Y. or UNion 3-4700, N. J. 
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Everything from Aprons to Window Streamers 


Helped Cutex Set New Sales Records with... 


Red Mot 'n Blue 
| ci : 
ik 


l. Variety stores. 
2. Drug stores. 
Cut ae 3. Super markets and grocery 
; , xe stores with established beauty 
= : and health departments. 
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A window display reaches entire buying 
neighborhood at point of purchase. No 
other medium offers so much sales op- 
portunity for so small an investment. 





For display installations that are 

GUARANTEED for SATISFACTION con- 

tact Dis-Play-Well, metropolitan 

area’s largest installer of displays. 
Your confidence in Display-Well is 
backed by 33 years of skillful and com- 
plete service. 


IS-PLAY-WELL, Inc. 


60 E. 10th St., New York 3, N.Y. 
GRamercy 5-6610 


Steel-Rod ... Wire .. . Band Iron... Metal 


DISPLAY RACKS 


manufactured in quantity to 

your exacting specifications. 
NO product is 
TOO difficult to 
display on a 
Wager. . 

built rack 


Canned 
Packaged 
Boxed 
Bottled 
Self-Contained 








DEPT AR 


@ 
MAYER MANUFACTURING CORP. 


N 





Blue ties and braces, set the stage 
Fully 


briefed via home office memos, rec- 


for the unusual campaign 


ords and stereopticons, complete 
with product slides, every salesman 
was equipped with a variety of sales 
aids including sample merchandise, 
book matches, badges for sales peo- 
ple, counter cards, counter display 
units, window displays, merchandise 
blow-ups, slanted for the following: 

VARIETY STORES There 
were giant window displays: full 
color reproductions of magazine ads, 
with side wings indicating the coop- 
erating manufacturers; merchandise 
blow-ups; window streamers, and 
bin cards for all cooperating prod- 
ucts 

DRUG STORES Cutex de- 
signed a unique counter display and 
shipping unit containing Red Hot ‘n 
Blue lipstick and nail polish with 
room to effectively display 
Window streamers 
and any of the Red Hot ’n Blue pro- 
motional and display materials were 


corre- 


lated cosmetics 


also available. 

SUPER MARKETS AND GRO- 
CERY STORES ... For the first tims 
special material was supplied _ to 
these outlets to help stimulate mul- 
tiple cosmetic sales. They received 
a large Red Hot ’n Blue poster, tak- 
ing signs or colorful strips identify- 
ing the items. These strips were 
made to super market and grocery 
store specifications and could easily 
be slipped under the products dis- 
played. Window streamers were also 


available as Well 


} 1 ' 
i as other material 





Chlorodent 
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Impulse Salesman .. . RCA V 


( » 


ymden 
aw 
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the individual markets telt the 


could elfectively use 


The color motif a smashing rea 
white and blue—was suggested by 
the name. Other promotional touches 
included red, white and blue collars 
which slip over the neck of nail 
polish bottles letterheads and et 
velopes Carrying a Bay Red Hot 
Blue flag: red, white and blue stick- 
ers on all me handise Ss! wed s 
that it was. easil' dent Die t 
aie ile rs Compar i Lover were 

i briefed o hases of tl 
campaign ata special meeting Eacl 
received a souvenir Red Hot ‘n Blue 
cocktail apron and samples of the 
merchandise 

The campaign has been an out 
standing success right from the start 
Factory sales hit an all-time hig! 


long before merchandise was ava 


able to the public. Over-the-count 
sales started off with a bang ar 
keep mounting steadily. To date 
there has been no leveling-off ar 
sales are still climbing Northar 


Warren, Jr., vice president of North 
am Warren Corp. (Stamford, Conn.) 
which makes Cutex, feels that th 
success is a direct result of the uw 
usual promotion put behind the nev 
products. The current campaign i 
the biggest ever conducted by the 
company to introduce a single shade 
considerably bigger than the highl 
successful “Strike Me Pink” pus 
last spring 
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low cost 
Point-of- 
Sale Fm ee: 

Displays aS 


, Pes a FASTER 
EASTER WINDOW “ 
: IN for eet 
to CASE & SIDE CARD 
4 READY FOR YOUR 


INDIVIDUALIZED 
COPY 








HOW TO GET 
QUICK ACTION... 


Tell us what product you want to promote 
t —and when—Easter, Back-to-School, etc. 
int We'll give you samples, full information, 
ate | prices and start your’campaign rolling— 
ind at much less cost. WRITE. 


| Obey 


LITHOGRAPH CORPORATION! 


ade 545 PEARL ST. 
NEW YORK, N. Y. 
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DECAL SIGNS oint O 
Prapee cee’ stay put. T es w hy = Wel- 




























have become national institutions ... surest 
of all reminders that in your community 
customers move in — and 
out—every week of every 
year 

Permanent, colorful 
Meyercord Decal Signs 
and Valances say, in ef- 
fect, “Welcome, new citi- 





zens! You can buy it Your displays can't do a selling vertiser who has purchased several 
here!” Doa complete sell- ‘ thousand dollars worth of advertis- 
ing job... show them job unless they are used ... but the ing material but failed to set aside a 
Where to Buy with . . . mer eee ene be eke : : 
: ob of tting them a is aiued tour the wosmnce of a ai 
Meyercord Decal Signs. nh | ge 9 ° placed S budget for one purpose tung it 
Write for samples and | Thro tough one. An expert explains the before the public. Such a situation 
full information about : 5 and it occurs all too often, is as ridic- 
Meyercord’s Art and De-|  (CAU AGAIN| 5 basic methods available. slates: ‘eit Miaeeianas ai Canbabiled aul al 
sign service. Re ee aa’ : : : eee 
lotning, leaving it 1 the original 
THE MEYERCORD CO oo "ales acai 
. President a ae 

DEPT. B-207 5323 W. LAKE ST., CHICAGO 44, ILL. . " puccesstul advertisers have tound 

— Superior Displays, Inc. hot 4 +] a 

ee 1 na his 1s the pi a ¢ ‘ 
original investment is either dissi- 
Bushels of As an wah cea artnet pated or made to pay off highly de 

ol-purcnase begins to present prob- . b] } } } 1 : 
I~ : : : . . bh sirable dividends. They make certair 
/ , Sil lems at a point where other media : ; ; 

lal rit aQye¢ l < t al pro- 

~e\ tatistics | that the advertising material pr 


have completely solved all « . an 
Most media require little effort on 


SO . 
% Advertising 


Age 


the part of the advertiser once copys 
has been delivered to the media and 
space and time paid for. Getting the 
message to the consumer is then the 
esponsibility of the media itself 


| 
| 
| 
| 
| a : 
When it comes to advertising at 
f you like statistics (and ; 
| the point-olt-purcnase, however, we 
most admen and selling men 1 th t tl ‘ ? 
ind la 1e planning, creation, and 
| have to like them whether or 
| a manutacture of displays, by every 
no), you'll see bushels of them in : : : . 
| ; : imaginable method and using a vast 
every issue of Advertising Age, a : d ae id 
sf . ariety of materials, doesnt add ut 
| The National Newspaper of Mar- ears Hoe oe ; : 
: to the end result. That desirable goal 
| keting. Weekly department store 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


sales, Federal Reserve data city 


by city, A. C. Nielsen reports, 


vertising material is displayed where Ideal for Home Entertainment - Parties -Gifts 


consumers may be influenced to mak« 

a purchase ma x Lt “Le 
This comes about only through the 

continued active interest of the ad 

vertiser to get his display material 


before the buying public. It involves 


national magazine monthly lin- 
age reports, Bureau of Census 
population shifts, TV and AM 
audience ratings, and so on ad 


infinitum. If it’s a statistic and 





it's worth knowing, you'll find 


an additional expense on the part of 
it in AA, z ohy 


Pilfer-Proof Display 


the advertiser regardless of the meth- 
ee od employed to get his material dis- 
played. This important fact must be 


One full year of AA—52 issues considered when 01 


—only $3.00—SUBSCRIBE NOW 


iginal plans are 








formulated 
Sad indeed is the plight of an ad- 


Advertising Age 


200 E. Illinois St. * Chicago 11, Ill 
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. 
Get to the point...of SALE! 
PROJECTOGRAPH will help you step up 
consumer demand and create NEW SALES 
It directs your message ct point of sale 
with your selling copy on every picture 
An ideal method of illustrating your 
product in beautiful COLOR sequences. 
Send for Bulletin No. 227 TODAY! 
1721 N. Wells St., Chicago 14 


41 


dios 


PROJECTOGRAPH CORP. 
21 Church St. ry Oshkosh, Wis. 





iti Neu-/ 
— TWIN-STICK 


ee, 


“| 301 


SPECIALLY DESIGNED 
FOR MOUNTING LIGHT 
CARDBOARD AND 
PLASTIC DISPLAYS ON 







4 WALLS, BACKBARS, 
i CASH REGISTERS, ETC. 
HERE 1S ADDED af 
INSURANCE FOR I'WIN-STICK 301 is a double- 
EASEL DISPLAYS coated pressure sensitive adhesive 
Strip cut to size, with pull tabs for 
Re SR cay removal of the. provectve 
he talk of 1 displ covering. Exceedingly strong 
allows the display to be adhesive tack overcomes board 
mounted on any vertical warpage. 
surface when counter @ Write for literature 
space is not available. and samples today. 
ADHERES 
TO ANY 


RUBBER 
SURFACE PRODUCTS CO. 

















Ninuel 
BESTFORW 


2" 
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lished conclusive proof that the 


. three methods are not only out of 

date but costly and wasteful. Never- 

Merit theless, some advertisers still delude 
themselves into thinking that the 


displays get used. If they would but 
leave their ivory towers and visit the 


display for backrooms and cel 


J 1 , 
as well as wholesalers’ warehouses 


1 4Y y they would be shocked into realit 
Rh \7} OR \/ Method number four, the most « 
4A 4 ‘ aoe 


pensive, iS used by Ve 


lars Ol retall stores 


Minot 
> tisrpogat 


me 







tries at the present time. Distill 










hen Inexpensive yet very practical alcoholic beverages use 
ay Stretch 5 and functional. It dramatizes manv instances. but 
CIRDLES and pany GiRouE and ties in with the merchandise. = # |. eS a 5g 7 
that hold and mold your fige" The acetate tubes show a dozen ae = aS ee 
assorted sizes. Designed and ut Conmict vet See ter 
set Dy the lederal government 


produced by Merit in conjunction 


ALL IN OUR OWN aaa with Grey Advertising Agency Numbet live is gene 
practical and least expe Ve 


a a Pee SILK SCREENING 
MOUNTING OT MEMO RR ATIC} 
WOODWORKING ae ale 
FORMING ASSEMBLING 


PALMS PLAYS mRamtenmmnsnn eS aly ene comm 
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All the Bases 
Covered by 





Completeness is the key to the growing popularity 


Of AA in the advertising and selling industry. 















One full year of AA—52 issues—only $3 
Order NOW on your letterhead 


Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 





“Stops more people than any point of 
purchase display we've ever had!”’ 
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->A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
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Costume Jewelry First 
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LITHOGKAPHED DISPLAYS 


6 N. MICHIGAN AVE.. CHICAGO 2, ILL. 





LITHOGRAPHED CARDBOARD DISPLAYS 


| IMAND LITHOGRAPH COMPANY 


INLAND specializes in brand-new ideas for **Look 
Again” Displays... It's the imaginative approach, plus 
g reproduction, that makes so 
s like our work—and why you'll 
oo, if you'll ask us in to put the eye in an 

ou... How about today? 


CHICAGO 6 - RANDOLPH 6-3256G 









+ + + + + + + 


The sign expert for a major na- 
tional advertiser presents seven 
basic requirements for planning 


successful signs. 


+ + + + + + + 
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Identification for small dealers is 


a tough identification problem to 


tackle. There are few general rules 
that will apply to all national o1 
semi-national distributors, and few 
applicable to all types of dealers in 
any individual program. Trial and 
error is involved; the trick is to ben- 
efit from the errors 

What constitutes a small dealer is 
The deale1 


may be small insofar as one 


impossible to catalog 
certain 
product is concerned, yet be a big 
scale merchant in overall business, 
housed in a big building; or he may 
be just a small dealer in a little store 
in a little 


volume. The number of dealers to be 


town, doing a small dollar 


identified is another fluctuating fac- 
tor. Handling 5.000 dealers is about 
20 times as complicated as handling 
1.000 


as total dealers increase 


Supervision possibilities thin 
But the job isn’t by any means 
hopeless. There are certain common 
sense procedures to avoid the majo 
pitfalls 
tions are relatively simple, hence are 


Good procedures and solu- 


apt to be underrated 





1. Sign design must be approached 
differently than direct 
mail, newspaper advertising, maga- 


design for 


zines or window displays. Never set- 
tle on any design without first mak- 
ing full size sample signs. It will not 
do to try them out on the back of the 
plant. The real test is how they work 
on actual dealer locations, where 
they combat the competition of other 
building 


other local factors. 


signs, characteristics and 


2. Color is apt to be very deceptive 
on a small sketch. A brick red may 


] 


look very attractive ina sketch, es- 


pecially when surrounded by a nice 





white mat frame, but wait until you 
see how it melts into oblivion on a 
red brick building. Where a color of 
this type is mandatory, because it is 
a company color, a strong edge bor- 
der may be added to the sign. It is 
preferable that the background colo: 
be selected on its ability to make 
the copy color strong by comparison 
One can be easily fooled by a strong 
background color because it will ap- 
pear to make the sign more out- 
standing, which it does, but the copy 
suffers by becoming a secondary ob- 
ject. Thus the sign does not identify 
attention to a 


it merely attracts 


strong color 


3. Symbols are more effective than 


conventional rectangular signs, first 


G Basics 


O 


Peston 


because the latter are so numerous 
and second because symbols are more 
quickly 
easy to remember. The 
the Shell sign, the fly ng red horse 


the Goodyear diamond (taken from 


recognized since tney are 


the diamond tread design), the Bell 
United Motors 
(with automobile sil- 
houette in the ) the Pabst 
Blue Ribbon seal. the GE circle, and 
Westinghouse W. are 
Where pictorial elements are intro- 
duced, fine detail should be avoided 


telephone symbol, the 
Service oval 


cente!l 


exampies 


as in the case with the poster style 
used for the flying red horse. Frills, 
detail, fine shading, and other tricks 
that do a good job in magazine illus- 
trations, become a liability in signs 
Symbolic shapes or designs should 
some 


meaning 


if possible, convey 
some relationship to the business o1 
identified, although this is 


requirement The 


product 


not an absolute 


Shell sign and the Bell telephone 
signs are literally pictures of the firm 


lame 


4. Trade marks should be very care- 
fully adjusted to sign 
bigger the signs are, the more im- 


portant this becomes. Avoid 
tice of “blowing up” a trade 


from a magazine ad size to sign size 












The author 
Paul R. Fritsch 
Goodyear Tire & Rubber Co 
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ments 


It is preferable to design it in full 


sign size, adjusting character and 


decal merchandiser, says 


SPOTLIGHT YOUR 
BRAND NAME 
WITH PF 
NAMEPLATE 


spacing for legibility requirements 


a Actual s ze sign samples nstalled 
on real dealer locations, will reveal 
flaws of spacing, design, color, o1 
others that would not be flaws in 
smaller magazine or direct mail art 
work. The ratio on thick and thin 


letters must be frequently changed 


. ' 1 : 1 
for signs so that the trademark |OOKS 
} 
uthentic as compared to a small ne DECALS 
Irequently see! 





tant. It is easy to get into a I - 
some iY é t sizes t a eff t te 
nave a s& n itor ¢€ r Situatior AK ~ 
] 1] ] 
tual held tests Ww us eveal 
that ne sign can prone t ale ¢< 
1 en situatl s 
”- not { ’ + + 
i. Ins sig ‘ « 
neg ecole act s ( ete ent 
fication job. I |} e set ‘ igk - 
+ : field dat y uh th < 
gns Ne dec eas ( te 
t prove sistent th = 
yanv that | « C te as t 
iea < } is tt tt c ms 
ent ras I < S ' to 
A 
t O-tt as the a ed A 
t ¢ 
S Ss S ed 
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never erected. Too manv identifica- OINT-OF-PURCHASE is your last Vividly-colored nameplate decals like 


tion budgets are top-heavy on allo chance to clinch the sale. And the _ those illustrated as well as decal va 
tions for signs pe compared to ; space in your dealers’ stores is free ances, window decals, dealer-service 
mplete enorance { allocation to So cash in on the pul ng power of decals, procuct decoration decals—a 
nstallation and maintenance your advertising program with dy stick to their jobs of turning impulses 
There is sense and economy in pro- namic, attention-getting PF decals! into sales 
dit $1.000 tor signs < 181.000 t 
Sasori ac, ceinenel dey thas ort services consultations and estimates without obligation 
on practice of } viding 32,000 
= Pith, . PF DECALS... your last link between advertising and the sale! 
SIP! s not ide t cat int + t¢ 7 
at the point Sale Ina positlo here 
iximu! sibilit s ssible 


Please send me your Dept. AR-2 
FREE BOOKLET ‘‘DECAL-WAYS TO SALES!” 


Stock Signs Featured with samples of PF decals 


Stock signs Io? 1 variety yt Ses Name 


ler i 


ire featured in a booklet published cs Firm 


by Successful Sign Co. (Racine 
Address 


Wisc.). All signs are steel with a1 
: ecals City 


' 
' 
' 
sutdoor baked pain Zone State ' 
- ' 
offered with a “reflectorized nish ' 
; Sea ; : 
The 16-page booKlet also gives de- ' 
tails on the firm’s custom made de- ss DAALM, FECHTELER & c o. ! 
cals and signs ' 
' 

' 

' 

' 

' 

' 

' 

' 

' 


220 WwesT 42 STREET, NEW YORK 18, 
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stuck on 


GOODSTIX, too! 


new transparent self-sticking 


you'll be 


sign and product label... 


COODSTIX are catching on rapidly with 
progressive companies as the ideal point- 
of-purchase sign. They’re so attractive, 
easy to use. Just peel the two protective 
strips, and press. No moisture, no glue, 
no tape, no mess. 






STREAMERS oe POSTERS 
SIGNS e INSTRUCTION LABELS 






FREE! Just off the press— 


“COODstix 
write, 


informational folder 
FOR SALES." Call, 
for your copy and samples 


GOODREN PRODUCTS CORP. 


A.R.2 


To 
Reach 
the 
20,000 
Actual 
Buyers 
of 
| ADVERTISING 


MATERIALS and 
SERVICES 


put your 
selling message 
before them 
in 
Advertising 
Requirements 


wire 


DEPT 136 west 21 STREET, NEW YORK 











Plate Glass Company’s 32- 
page booklet, How to Give Your 
Store the Look That Sells. Many 
illustrations, covering a wide variety 
of different 
show just how these factors may be 


burgh 


types ol retail stores 


applied in modern store design 





Nedick's, Inc 


ynted storetront s 


3 


Plexiglas Signs 


alling new back| 


47 restaurants in New York and other east 
ern cities and has plans to expand the ider 


tification program to a total of 100 units 


The sign has a white Plexiglas background 

with orange letters and green and orange 

trade characters. They were designed 
colonial Ne North Bergen, ? 


Display First Requisite 
Of Good Store Design 


“Today we know display as the 
first requisite of good store design 
... The modern retail outlet has be- 
come a huge, functionally-arranged 


. painstakingly designed 





showcase . 





to give sales impetus to every area One of the Largest 
of the establishment. All the dor- tif 
mant factors of sales psychology 






color, light, packaging, etc. are care- 





fully considered and used strategi- 





cally for their maximum advantages 





as point-of-purchase promotio1 





media.” 





This paragraph introduces Pitts- 


























_~ 


_ 2 Lol +} ix 
‘We like the location, we like the design 
head off!”’ 






but the wind keeps blowing the 
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Minnesota Mining Offers 


Personalized Portfolio 











Personalized presentations on el- 
fective use of Scotchlite Refiective 
Sheeting are being prepared by Min- 
nesota Mining & Mfg. Co. (St. Paul) 
L The portfolio contains six tab- 
indexed sections: Trademark Em- 
blems Place-Of-Purchas« Signs 
Outdoo1 Advertising Streets & 
p Highways: Railroads, and Safety & 
Tail Wags Dog Public Relations. Each section con- 
y de 1+ tains photographs, samples or re- 
prints of ads and articles illustrati: 
product 
Problem in Florida 
; - , , . Offer Sign Care Booklet 
Sign Too Big; ‘Doc’ Webb Has Special Sli le a 
és jn f electric signs has been published 
Building Constructed to Support It by the National Electric Sign Assn 
(Chicag Called Keeping [ Y 
Wi believed to be the largest ployees and does an annual business and fs 9 
$22,000,000. The sign wa eae 
by Post Sign Co., Int 
st ) t 
T Ww 
( 
st. Pe 
= Advertising impact 
starts at home! 
TI GOA means top performance in com- 
s mercial and identification signs as well 
as 24-sheets, painted bulletins and 
; ; spectaculars. Yes, GOA Is outdoor ad- 
+ 200 sei vertising; your best source for sound 
Wate sign advertising. 
os o) d ¢_ The facilities of our sign division 
draw on the vast experience of our 
attracts atten- entire organization. Whether you need 
Webb's City” first appears ir one sign or a thousand you can depend 
b the on GOA for the best in original crea- 
gn bl ut tion and design as well as installation 
See Webbs ¢ and regular maintenance. 
om Mie pow Your nearby GOA branch office has 
ll all ot the lettel are filled wit! . as . . * 
— e a . ; full information or write: General me 
es dalerigelade mani aageie Outdoor Advertising Co., Inc., 515 ( 
D St comes o n white tub- d ‘ g a <n ae ¥ 
Urald’s Clty” starts twlellias South Loomis Street, Chicago 7, Ill 1 
nee —{ es 
) the the ( S Ss s = 
el ( itl a 4 { t 
re T t ( ne ( 
: Webb's Cit 1400 
cinuilit kebruary, 1953 








is good business! 


A prize-winning typographic designer singles out six basic 


By Dan E. Smith 
Director of Typography & Design 
Poole Brothers, Inc 


Take your last ad. Did it stop the 
reader’s eye long enough to get your 
message read? There are five simple 
factors that control visual compre- 
hension and unless your ad utilized 
some of these, chances are that it got 
lost in the forest of advertising 

It’s our belief that it is good every 


once in a while to get away from the 


attention-getting factors . . 


. and shows their importance in 


the design of outstanding advertisements. 


trees long enough to see this forest 
After all, 
good advertising layout and typog- 
raphy generally is the result of the 


in its true perspective 


proper application of basic principles 
The typographic designer starts 


with three classes of material 


>» ORIGINAL MATERIAL — Copy 
product name, slogan, logotype, for- 


mat and medium 


>» FORMAL MATERIAL Propor- 
tion, balance, and factors of visual 
attention 


>’ PSYCHOLOGICAL MATERIAL 


His own 
tuition 


instinct, eme 


He must fuse these elements 
one, complete, pleasing unit 
All of this material n 


erly combined, applying the five fac- 


ust be prop- 


tors of visual comprehension, lf an 
ad is to win its share of attention in 
the highly 


competitive advertising 


‘ ” 1] 1 
forest Actually these factors are 
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The Monsen composing room isa pattern of efficiency 
Every known device forimproving typesetting is in operation here 


the easy way 
to better | . toe 
typography eas 





oO 





You have your own type expert. 








sing Every form is locked up for proofing Special processes assure sharper proofs 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST 
MONSEN-WASHINGTON, D.C., 509 F ST, NW 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 





nents February, 1953 
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Here lype Can Serve You! 


Bundscho furnishes a modern and diversified 
service to advertising agencies and advertisers. 
An outline of this complete service is listed 


below. 


We make layouts and type specifications for any- 


thing involving type. 


We check your layouts for accuracy, practica- 
bility and possible improvements in physical 


appearance. 


We set and put into type, magazine, trade paper 


and newspaper advertisements, 


We also set direct mail promotion such as sales 
portfolios, booklets, brochures, announcements, 
dealer helps, books, house organs, price lists, 
catalogs, folders, fiscal and annual reports, 


prospectuses, and calendars. 


We pull quantity proofs, good, clean and sharp 
in One or more colors including color process 
for merchandising and sales work, and proofs 


for photographic, lithographic or engraving use. 


We pull bronze, reverse or regular reproduction 
proofs on glassine, acetate ‘or offset, lithography 


Also 


layout or finished art work. 


or rotogravure use. cetate adhesives for 


J. M. BUND 


Advertising Typography and Design 


I80 NORTH WABASH AVENI 


RA 


We print booklets, folders, announcements, price 


lists, mailing pieces, dealer helps, reprints, ete. 
in black and white or in color. 

We furnish accurate, well-justiftied forms to the 
printer, ready to lock for press, or to the elect 
typer for plating. 

We ship material accurately and as promise 
maintaining fast pick-up and delivery service 
including motorcycles for Chicago service, and 
competent, complete shipping department w 


train, plane and post office knowledge 


We co-operate fully in the production of you 


advertising with such sources of art and supp 


as you may have established. 


Our supply of type faces and equipment 


modern and up-to-the-minute at all times. 











We serve practically all the leading agencies 
most art studios and artists, retail stores and 

large number of manutacturers and commercia 
establishments in the Middle West and throug! 


Out the country, 


“~ 
for 


Send 


folder showing Our various type faces o1 


our 28-page “One Line Specime 


\ 


us for further information. Do it today! 


SCHO, Inc. 


E+ CHICAGO ILLINOIS 
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By mere ing the shape 
one element of our basic pattert 
have attained a high degree 
selectivity 

In illustration three and four 
is atic t or the eve 
enciosi tne istrat ms vA 
sna y} ae ? ( shapes gives 
avout strong li npact 
the Vould stand out c« petit 
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WARWICK FOTOSET Monsen Film Shows 

OFFERS Type Development - 

Type and Its Origin, a colorful 

highly informative, sound-strip filn 

the ages 

A large portion ot the filn Ss con- 
cerned with the progress in printing 
types—particularly American devel- 
opments It shows how t pe { ri 0 
kept pace with char ges in the Am« 
can way of life. It shows h the ' 
first American printi nad a qua | 


produced to! Monsen Chicago and 
REPRODUCTION aap preps oni salen 







Los Angeles typographers shows the 


development of type from earlies | 


forms of communication. Availabl 
for showings from Monsen, the fil 


shows how type developed through 





formations showing the effect ; 
PROOFS many nationalities 
Through the latte part {f the L&tl 5 
Type set photographically on a revolutionary new century, simplicity was the Keynot 






Fotosetter machine comes to you on easily mounted, I At lerican t ‘ ) But tl 
bleed-proof, smear-proof, smudge-proof paper. Put 19th century brought 

an end to damaged paste-ups and unsatisfactory ‘Gecoration Pype 

plate reproduction with perfect reproduction proofs to fill « ery Seer a nit 






. Save time and temper in your Art Department. 
Write for the complete Fotoset story As America moved int the 20tI 


WARWICK TYPOGRAPHERS, INC., DEPT. F-2 Coney See ee eS ees 
920 WASHINGTON AVE., ST. LOUIS 1, MO. a ae 
Overnight by air mail from most of U.S. 
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WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA ple and tvpe faces were 














INOW. .SHAND LETTERING 
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TYPOGRAPHY Stag toni 
imenters let type get in the 
the message, and created yn 
by their selection of type. Or the 
















squared everything 





SAVE TIME! SAVE MONEY! IMPROVE QUALITY! 






| FILMOTYPE PORTABLE TYPESET- SO EASY TO OPERATE snyone VERSATILE AS A COMPLETE TYPE dynamics of movement. T tl 
TER t thot set d print y rganizot can tur ta SETTING SHOP | FILMO advantage of simplicit the prvi 
F . — Paces 198 7 TYPE holds up to 25 fonts. Font times sacrificed unit © tne, 
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| LEARN HOW YOU CAN STRETCH YOUR ADVERTISING BUDGET WITH FILMOTYPE 


WRITE FOR COMPLETE 60 WEST SUPERIOR STREET 
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Their courageous Work resulted 
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GUIDE FOR PRODUCING TV FILMS 


This interesting guide for time and cost factors in the production of exer 
TV film spots was written for account executives of Henri, Hurst and a ia 
McDonald, Chicago agency, by Lee Randon. It gives an unusually ie cmseenh oils 
good idea of what to expect. 












When a motion picture studio bids Optical Effects fk n $5 to $50 ‘ 
on a film production, they seldom each, depending or complexit It can hi ‘ 
break down the cost elements. Here These are dissolves special tran- the — 
therefore, is a breakdown of what sitional tricks, et slogan ; 
goes into an average bid tratlo! creat 


Stop Motion Animation About which 


Production Crew (studio) In- 


$250 per day. (Even a ten second eces 
cludes cameraman, assistant camera- 1 1 

sequence may take an entire day ide oO ) 
man, electricians, carpenters, stage ' ‘ ‘ 

to shoot!) or oO ro 


1 1 
nands, prop men, etc 






Average per day—$250 Cartoon Animation Averages Writings 









Sets (each, if built from stock studio from $25 to $139 per foot, dependir cause even a 20-s¢ 
material) If special sets o1 effects on the amount ol detaile d dr: ing on ete 

are required studio will supply cost the number of figures used, full o1 three 

figures. They're not cheap! partial animation, etc. Spots run 90 evis 


Average—$100 feet per minut 








Director Average per day—$50 





MINIMUM TOTAL AVERAGE PER 






Film 


stock 


Stock Costs 


lab chat £es 


for 


Includes raw 


printing, de- 







DAY 


















S900 


. 7 ingvencie Jad w +} } yet ough ¢ 
veloping and simple effects, such as gy Bad veather, e: b ncie 
ed ‘Ss, accidents ‘te. Z it 0 ot : 
overlavs Average $50 aneEM » BCIe! _— Abo I ] oO 
above total $100 : 
Editing See description of pro- le 
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tion Average per spot $50 LO 
The above figure of $1000 is studio cnoose t 
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Overhead Rent, hea light, « ‘ cost on even the simplest spot BE- in my op 
Average per day—$400 FORE you start shooting the first that pa ot 
foot of film. Add to that figure the Those it I 
cost of actors, announcers, additional vithin tl Y 
sets as needed, art work, special Oo Hol 
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SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 12 East Ontario Street 
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in the business, and the added cost 
can be well worth it, because the big 
outfits not only have more than ade- 
quate equipment, but they also have 


the extra artistry and selling experi- 





ence which makes the diffe 
tween a mediocre film and a good 
ing job. This is not a blanket in- 
dictment of small studios. Some of 
tnem are extremely good Every stu- 


dio has to be judged individually or 





its own merits, its record of past suc- 
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IN CANADA 
it's 
RCA VICTOR STUDIOS 


for 
TV Films 
and 









Radio - Recording 





S 


A. 


Recording studios and Record 
Manufacturing at — MONTREAL 
and TORONTO. 


French and English production 








in both TV and radio mediums. 











Music and a Painting 
Package TV and Radio programs ts Create Mente the Patio 


—submissions on request. 


RCA VICTOR COMPANY, LTD. 
RECORDING DIVISION 


Montreal Toronto 
1050 Lacasse St. Royal York Hotel 


Growth in Animation Use 


AiTl} 


More Sell in Every 


sell In every scene and sound sell 1n every line 


wency point OF ViIcw 






For the complete story, call, wire, or write tor 
FREE: 200 PAGE CATALOG 

* 10,000 art and 
drawing supply items avail- 


able through Arthur Brown. 
Write today on firm letterhead! 







OL ae Hillside 5133 


2 WEST 46th ST., NEW YORK 19, N.Y 
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Advertising agencies choose Harris-Tuchman Pri 


Combined advertising agency and film experiet 
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HARRIS-TUCHMAN PRODUCTIONS | 
6533 Hollywood Bivd. 
Hollywood 28, Calif. 
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How to Avoid PITFALLS on the Road to 
Good Movie Production 


The author of “The Handbook of Motion Picture Tech- 
nique For Business Men” outlines some common sense 


standards for production of business films. 
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In making business films and TV 
programs the production unit, as a 
rule, is headed by the Director who 
also serves as Unit Manager. Work- 
ing with him is an assistant who is 
charged with making all the arrange- 
ments for the photography and 
supervision of the crew. In addition 
there is a leading man for each of 
the production departments: camera, 
sound, grip, lights, prop, 
hairdressing and costume 


make-up, 
This is the 
very minimum crew, and with the 
assistants required by the working 
rules of the various craft unions, the 
crew could possibly be expanded to 
20 or more people to make a 
picture. 


simple 


When the photography of a picture 
has been completed, only about half 
of the work has been done. The final 
ofttimes the most important step, is 
the editing of the picture. This is a 
long and tedious process, and one 
that calls for precise craftsmanship 

The first step of the editor is to 
select the best scenes from the film 
e them 
At this time he 
inserts any stock shots from a film 
library. Just as the picture is assem- 
bled, So, too, 


that has been shot and arrang 
in proper sequence 


is the sound track 
The next step is the trimming down 

of the picture and adding 

There are three 


“opt icals” 
basic 


“opticals 











> Fades—a 
gradually 


fade-in brings a scene 
screen out of 
darkness, and a fade-out has the 
gradually 
darkness 


onto the 


scene disappearing into 


> Dissolves, which is a “melting” of 


one scene into another 


> Wipes, which give the effect of a 
pictorial window shade being drawn 
over an existing picture. 

At this same time various othe 
additions to the film are made. Titles 
and other special effects are inserted 
Then effects not 
while scenes are being photographed 


sound recorded 


ind background music are added 
When all of these 


place an “interlock screening’ 


steps have taken 
“is held 
For this screening the pictures are 
on one film and the sounds on an- 
other. These are run simultaneously 
for approval before a finished print of 
the film 

Of course, 


is made 

there are many produc- 
tion factors that must be decided 
before or during work on the picture 
One important factor 1s the selection 
of the 


The basic films for business use are 


proper film for the subject 


16mm or 35mm and black and white 
or color. Any picture made in 35mm 
can, if certain precautions are taken 
16mm 
However, with the exception of colo 
film, it is not practicable to enlarge 
16mm to 35mm. The 
method in the majority of cases is to 


be successfully reduced to 


most practical 
produce the picture in 35mm and 
make release prints in either width 
From the 
processing cost this is 
than if 
However, the advantages 


» standpoint of film stock and 
somew nat 


l6mm tf 


more 


expensive 


Was used 


of 35mm outweigh any savings that 
might be effected with 16mm 
Although several 16mm cameras 


have been develoged for professional 
match the 
photographic quality to be obtained 
through better developed 35mm cam- 


use, none of thém vet 
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Conversion Table 


Time 16mm 35mm Max. 
Period Film Film Words 
Ya sec 12 fr* Va ft 1 
1 sec 24 fr 1 ft 2 
2 sec 1 ft, 8 fr 3 ft 4 
3 sec 1 ft, 32 fr 4\ ft 7 
4 sec 2 ft, 16 fr 6 ft 9 
5 sec 3 ft 7 ft 1 
6 sec 3 ft, 24 fr 9 ft 13 
7 sec 4ft, 8 fr 10'% ft 16 
8 sec 4 ft, 32 fr 12 ft 18 
9 sec 5 ft, 16 fr 13% ft 20 
10s sec 6 ft 15 ft 22 
15 sec 9 ft 22\ ft 33 
20 sec 12 ft 30—Ssft 44 
25 sec 15 ft 37 ft 55 
30 sec 18 ft 45 ft 65 
35 sec 21 ft §2\ ft 77 
40 sec 24 ft 60 ft 88 
45 sec 27 ft 67 \ ft 99 
50 sec 30 ft 75 ft 110 
55 sec 33 ft 82\ ft 120 
1 min 36 ft 90 ft 130 
1% min 54 ft 135 ft 195 
2 min 72 ft 180 ft 260 
22 min 90 ft 225 325 
3 min 108 ft 270—=sé ft 390 
3% min 126 ft 315 ft 455 
a min 144 ft 360 ft 520 
5 min 180 ft 450 ft 650 
10 min 360 ft 900 ft 1300 
20 min 720 ft 1800 ft 2600 
30 min 1080 ft 2700 ft 3900 
frames 
+ + om + + + + 
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In this connectior t is to re 
member that the cardinal rules of 
t nothiu 
reel and 
fast about 
I atte - 
tion to production details, there are 
many hazards in film productior 


The best way to prevent costly mis- 
takes, of course, is to trust al phase S 


tf production to expe! enced ¢ xperts 
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New Techniques Explained 


AA r 
| Industrial Film Costs 


Reach New Low Figure 
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Stereoptic Slides Spur 
Food Container Sales 

Three-dimension, four-color ster- 
eoscope pictures are being utilized 
by the Mealpack Corp (Evanston 
Ill.) to dramatize the company’s food 
storage units 

Intended first for conventions and 
exhibits, the slides were such a suc- 
cess that -he company is adopting 
the equipment for an important role 
in its overall sales and promotion 


programs The pictures will be used 


Ever notice how many 
advertising men, salesmen 
CT Mate ES 


CTI AOR) 14 ead Le 


the looseleaf book with 
acetate sheet-protectors? 





steam ait 4 2 


em erirs ART | 
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in field sales demonstrations, by 
service representatives and at group 
meeting presentations 

At present 12 sets of Deep-Vue 
stereoptic equipment produced by 
Davia White Co. (Milwaukee) 
being used in the field 
Mealpack’s hot and cold 


are 
covering 
installa- 
tions in hospitals and institutions 
The company intends to expand us- 
age to demonstrate Mealpack’s ap- 
plications and into the fields of - 
dustrial feeding, restaurant catering 
to homes and offices and hotel room 


service 


presentations 
work samples 
reports, clippings 





Xe eSB RRP 7 Bt stationers, art stores 
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THE 
OFIRST 
“REQUIREMENT” 


4 


is that the advertisement shall be produced 
efficiently, with all possible quality, on time 
of the creative operations of advertising: plans, copy, layouts, must be coordinated 


transformed into finished, working advertisements to have selling value. For a qu 


} 


century we have recognized the importance of the men, whatever may be their 


titles, who produce advertising .. .and so we welcome the advent of a monthly 


magazine, Advertising Requirements, devoted to their special problems. The 
the 


quality of a finished advertisement or other piece of printed advertising 


quality that determines its power to sell against competition... is not just the 


quality of ideas, words, or pictures. It is also a material quality produced b 
the right combination of engraving on metal and printing by ink on paper 


rhis indispensable quality is the responsibility of the man who finally 


produces the advertising. We wish the editors of Advertising Require 


every success in their program of helping advertising men to 


carry this responsibility. 
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From Four-Color Process Plates 
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Eastman Kodak wanted to run the same ad in 7 business pub- 
lications— but each of them had different page specifications. 


To cut costs they worked out a method for multiple use of art 





and engravings. 
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You can't sell the Crystal Ball to 


Advertising Men- 


they work with facts, and buy proved 
reputations for reliable performance. 
Uniform, true-to-copy reproductions and 
dependable, understanding service may 
be facts that keep ROGERS’ list of well 


known customers constantly growing. 


EN GRA Vt N G . Oo mM FP A MY 


Master Craftsmen of Photo-Engraving 


Members of the 


GCRICAGO PROTO-ENRGRAVERS ASS OCHIATIGCH 


2001 


CALUMET AVENUE «+ CAlumet 55-4137 * CHICAGO 16 
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Engravers Convention 
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William H. Roberts, Jr 
Advertising Copywriter 
Eastman Kodak Co 
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No one knows better than the man who 
works in microns how vital a role the 
molding material plays in producing a 
perfect female for making plastic plates. 

He knows that the secret formula we 
developed for making our own molding 
material has resulted in a female mold so 
superior that we can actually guarantee 
to retain the full dot depth of the original. 

And this man’s specialized skill is rein- 


forced by a meticulous team of fellow- 


You can Really Rely on 


REILL 


craftsmen whose experience and ingenu- 
ity maintain Reilly’s high standards 
not only in producing our exclusive Dura- 
matrix, or female mold, but right on 
through to the finished Reilly Plastictype. 
That’s why we’re able to guarantee that 
a Reilly Plastictype assures finer results 
than any other plastic plate. 
In fact, finer results—in every 


respect—than the finest news 





electro! 


Flectrotype 


NEW YORK 
r Div s of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Elect 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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Movie on Photoengraving Shows Amount of tess!" 
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The Extention of their services in the 
“NATIONAL AD” Field. . . Offering the same 
high quality and efficient service . . . with 
complete PROOFING facilities in MONOTONE and 
FULL COLOR 


CONVENTIONAL AND NEWS DULTGEN 


Phone or write for new brochure ‘‘Four Steps to Better Gravure Service’ 


ACME GRAVURE SERVICES INC. 


1501 WEST CONGRESS STREET CHICAGO 7, ILLINOIS 
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Chanko Explains 





For Best Results 
Keep An Eye On 
Your Engravings 


With the expanding use of color 


in advertising, stronge1 advertiser- 
engraver-printer cooperation 1s 


ffi- 


needed. Working on this theme, o 
cials of the Condé Press (Greenwich 


Conn.), printer of 12 national maga- 


nes, are conducting a series of con- 
erences vith el! avers I ma) 
advertising centers 

At a meeting in Chicago, Joseph 
Chanko of Condé told engravers 


igravers are meet- 


f ! 
ng specifications laid down by the 
, ' 
} nting Industry of America, Inc 
and other associations, there still are 
} 
enough fauity engravings to consti- 
] 

tute a serious problem 

Much of the responsibility, Char 

» Sald es With the advertisers and 
tne agencies, Who must understand 
both ¢ 


L 


engravers, they cant do the prope! 


od without complete understanding 
It thelr cust ers 
> ( nanko cited x Das Dp oble S 
} h constitute the eatest yunt 
+ } + ‘ 
ID1¢ Ce 


1. Use of wrong paper for proof- 
ing 


2. Use of wrong ink for proofing 

3. Over or under inking in proof- 
ing 

4. Failure to place a color bar on 


proofs and match it with the 
printer's sample 


5. Wrong vignette graduations 


6. Density 
limit 


beyond = established 


» Conde Press takes SEV ¢ 


rai spe- 


cific steps to insure better results 
vith engravings in the magazines 
they print Each engraving received 
io! nstance, 1s inspected carefully 
for 14 different quality points When 
an engraving fails to meet specilica- 
tions, Condé sends a memo to the 
engraver and the customer listing 


the faults 
The firm also is planning on hav 
ng their chniel engravin 


Visit engravers 1n major advertisin 
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Photoengraving Specifications 


The Photoengraving Specifications Manual issued by Printing Industry 
of America, Inc. outlines several basic specifications for quality engravings. 
While the task of adhering to these specifications lies primarily with the 
engraver, it is well for the advertiser to understand them and cooperate with 
the printer in seeing that they are followed. The following specification 
summary pertains primarily to four-color engravings printed wet, but many 
of the individual specifications apply equally to black and white and two 


color engravings. 


1. PAPER Be sure specified paper is used 
for proofing 


2. MAKEREADY None should be used when 
proofing originals. Proof with correct impres- 


sion sufficient only to firmly print entire plate 
3. INK Be sure specified inks are used 


4. COLOR SEQUENCE Be sure specified 
sequence (to be used by printer) is followed in 
proofing. There are two accepted sequences in 
common use 


A 8 
} Yellow 1. Yellow 
2. Red 2. Red 
3. Blue 3. Black 
4. Block 4. Blue 
5. INK QUANTITY & PROOFING Use normal 


inking. Do not over- or under-ink. Use four- 
color presses if possible 


6. COLOR BARS Alwoys use color bers 


fu width of engraving and poralie!l to ink 
rollers 


7. SCREEN DENSITY There are fairly def 

nite limits to the density which can be success 
fully and cleanly reproduced in production 
printing, printed four colors at a time, wet 
The maximum screen density in an 


engraving 
should be kept to a limit of 85 


Beyond this 
limit ink tends to fill up plates and prints 
muddy. A solid plote will print smoother than 
one which has o tone of 95% or more. If a 
solid is desired, dense tones, 90% or 95 

should be avoided by instructing the engraver 


to paint in such areas to make them solid 


8. TRAPPING Trapping, in color printing 
is the affinity of one ink for another 
superimposed, or printed together wet, at pro- 
duction press speeds. The greater the density in 
each plate, the more 


when 


difficult it is to print four 
colors wet and to avoid muddiness. Experience 
indicates thot in an area where colors overlap 
© total of 200% for all four engravings is the 
density limitation for best results. Any combi 
nation totaling 200° is practicable Super 
imposition of two solid colors, however, is 
impracticable and unsatisfactory 


9. SOLID BLACKS When a rich solid black 
crea is required in a four-color subject, en 
gravings must be etched as follows 
Black: solid 
Blue: 50% density 
Red: 20 density 
Yellow: 10% density 
The red plate especially must not exceed 
20° otherwise the reproduction wil 
reddish tinge 


no stronger 


have o 


10. ETCHING Engravings should be etched 
deep and clean, without undercutting, pitting 
etc. Engravings which ore shallow or ragged 
will produce unsatisfactory electrotypes. While 
the depth will vary with different screens, typ 
icol is the recommended standard depth for 
120 screen highlights 0032 
0022 shadows 0015 Different papers 
however, require different etching depths 


middletones 


11. VIGNETTES The dots in a vignetted 
edge shouvid be graduated in size within at 
least ' of the edge and until they almost 
disoppear at the edge. Vignetted effects can 
not be obtained merely by moakeready; this is 


poor practice and cannot be duplicated success 


fully in production printing. To obtain good 
vignetted effects by the use of two or more 
colors, arrange to terminate the lighter color 
plate slightly inside the darker. Avoid vignettes 
in very small, completely enclosed areas 


12. THIN RULES & TYPE Use only one 
color whenever possible for thin rules and type 
in color. Do not use more than two colors on 
thin rules or small type, or reverse type 


13. SURPRINTING TYPE ON SCREEN Use 
a halftone screen of not more than 30% density 
where type is surprinted, and preferably only 
20%. Surprinting breaks up type and mokes it 
difficult to read. Avoid the use of type which 
has thin lines or fine serifs 


14. METAL Original copper halftones 
should be supplied for best results. Combina 
tions of copper engravings for some of the 
colors of a set, and zinc engravings for others 
are not acceptable. Line engrovings should aiso 
be made on copper for best results 


15. EACH PLATE IN ONE PIECE Each color 
engraving should consist of one complete unit 
Pieces cre not acceptable, as a rule Patched 

plates may be distorted under molding pressure 
when electrotypes ore mode 


16. SCREEN While eoch printer will gen 
erally have o specified standard, the following 
cre most common 

For English finish, super or lower grades of 
machine coated—100 or 110 screen 

For better grades of machine coated or brush 
coated—120 screen 

Finer screens should be used with caution 
and only at the introduction of the printer 


17. CORRECTIONS 
portant corrections are made in engravings, the 
entire set should be reproofed. Otherwise pro- 
gressives will not be an accurate guide for 
color matching. When time does not permit 


Preferably none. If im- 


making corrected progressives, supply o proof 
of each corrected plate in its own color and 
ndicate corrections on each color and on the 
four-color proof as well 


18. ROUTING, DEAD METAL, TRIMMING 

Rout close to printing area eaving 8 routed 
ine around live matter, 030° deep. Leave all 
other metal in plate, including 1 beorers o 
cround. If routing is necessary due to proofing 
conditions, replace deod metal with metal be- 
fore shipping to printer. Mark dead metal with 
on x Trim shoulders deep ond as nearly 
vertical os possible 


19. BACKS OF ENGRAVINGS Backs of 
engravings must be smooth, without holes or 
scars. If back is scarred, ao defective electro 
type may result 


20. BURNISHING Avoid burnishing large 
creas Burnishing produces mushroom dots 
which may break off in electrotyping, causing 
o loss in tonal value. Depth of etching is re 
duced and dots become uneven 


21. IDENTIFICATION Each engroving 
should be steel-punched with the name of the 
color in two ploces—top and side beorers 


22. ELECTROTYPES FOR INSERTION Elec 
trotypes of type matter to be inserted into 
original engravings should be nickel-faced and 
have a shell of .015 thickness, bocked up 
with hard metal to .063"" thickness 
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centers to 


help 


with proofing paper for each of the 
magazines it prints, tubes of the inks 


they use and a 


work 


color 


out 


specification 


mutual 
problems Condé supplies engravers 


sheet for each batch of proof pape: 


The printer also has a chart showir 


the effect of 
ink used fo1 

Fo 
Conde 


stocks Only one sé 


uses eight 


howeve! 


Various 
prooting 
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the 12 publications it 
lifferent 
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ing Condé P 
the booklet 


ess Copies of 


SCCKS 


are available at 50¢ from ‘ 


Printing Industry of America, Inc., i 
719 15th St. N.W., Washington 5, D.C 4 

Another manual is slated fo1 pub- if 
lication in the near future. It will oy 
covel practical photoeng! tech- ' 


niques and, according to Chanko be 


another step toward greater stand- 
ardization and better q Lit nad 
vertising engravins 


New Process Eliminates 


Plastic Plate Problems 


A new type ol plast 
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“Break up the crap game, boys! The 

boss is bringing in a customer to see our 

master craftsmen as they pursue their 
sensitive skills!” 
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CaRL MARR 


The Mystery od 
of Life There are 


An old man tired of life 

having courted death ir ot adv ertis y 
} every form without ava a 

discovers the lifeless form of 
| a beautiful young girl on the 
} shore, and cries in the agony I J we 

and pity of his heart t wns 

Maker to know why one 

young and beautiful st j , Prticement c ¢ 
| be lost, and he, worn, weary eRe ee = 
| and bad, allowed t 
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An Agency Art Director Tells... 
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ton & Smith, Inc., New York, has 
been able to save money for clients 
in connection with the purchase and 
use of artwork and photography 
Sometimes these savings are in re- 
use—other times the saving is in 
production, where it may not show 
up as an art saving, but is substan- 


tial all the same 


1. Blow-ups and reductions without 


new color plates 

Last veal we made exceedingly 
effective re-use of The Prudential’s 
national advertising for merchandis- 
ing aids. For example, the four-colo1 
plates used in a magazine advertise- 
ment were, by means of lithographic 
‘conversion’, enlarged to 30” by 


10” blow-ups for window 


display 
and for display in the branch offices 


throughout the country as well as 


the home offices, and were reduced 
to postcards which were supplied to 
salesmen for mailing to prospects 
(Illustration 1) 


This cony 


black and white proots ol 


ersion process consists 


the four-color process plates and 
then scaling them to the desired size, 
ising a simple Line negative then 
eprinting In tne original four colors 
In this way three different size 


printing jobs are obtained from the 


Same color plates at most reasonabl. 


2. Scaling all illustrations in advance 

An example of this is the Field- 
crest campalg! which consists of a 
colo} photograph ol the 
product in combination with a high- 
style humorous drawing. Great care 


s exercised to see that these pleces 


ot artwork are prepared in the same 

Calt o that when the color copy is 
1 

put be re the eng ers Camera t 


Roval Deuiton 


f 





all comes down in one reduction 
without incurring stripping charges 
This involves the exercise of some 
ingenuity in making plates, for sev- 
eral different size ads and careful 
mechanical layouts are made before- 
hand. In the case of the insertion in 
the New Yorker magazine, which is 
7” by 10°’, the same plates are 
used as in House Beautiful maga- 
zine, the size of which is 816” by 
1114”. In order that the same plates 
may be used, the advertisement is 
smaller than the large: 
publication’s requirements, so that 
it can run in the New Yorker with- 
out making new plates 


prepared 


3. Planning photographs where multi- 
ple use is intended so that they are the 
same size and interchangeable 

The Royal Doulton campaign con- 
sists of multiple illustrations of 


Now—a great new 


SICKNESS & ACCIDENT PLAN 


brought to you by the Prudential 


The PRUDENTIAL & 





3. Stock Photos The wealth of 
notocrapn Iva Die ture 
chinaware and figurines in comb 


nation with a high-style cartoon 
Here again, care is exercised that 
all drawings and photographic copy 
are prepared to the same scale 
An additional complicating facto 
is the fact that with multiple illus- 


trations the easiest way to prepare 


. : 
copy for the engraver would be with 


a mecnanical layout and to nave the 


merchandise stripped in position by 


the engraver from Ektachromes. This 


1 : 
procedure, howeve! would prove 


prohibitively expensive, since 
would involve 
well as a 50 
graver for w 
copy 

Our solution to this problem 
f 


to plan the 


the checker Doard motil 


t 
stripping charges as 


surcharge by the en- 


advertisements around 


(Illustra- 








4. Photograms trik effe 
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6. Use of type instead of hand lettering 
In many instance lverticament 
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used for most display. The tremen- 
dous variety ol display type aces 
SMUDGE-PROOFS now available give the designer an 
ARTWORK almost inexhaustible choice The use 
rf oto-lettering is a wing trer 
SPREY . . . a clear ACRYLIC 5 nee neon 28 eerting Sere 
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The Armed Forces provide a 
handy storehouse of readily avail- 
able photographs which find a 
place in advertising in a defense 
economy. AR’s Washington editor 
explains what's available and 
how to get it. 


BY STANLEY E. COHEN 


It Pays To Know 
How To Get 


Military Photos 


for Advertising Purposes 


Need a picture of a speeding jet? 
An _ iceberg? An_ Indian 
Chances are its available 


) 


fighter‘ 
at virtu- 
from the bulging film 
libraries of the armed services 

All that’s required is the ability 
to write down in detail exactly what 
you want, and the willingness to let 


ally no cost 


the representatives of the services 
look over your copy to insure that 
the impartiality of the government 
is not compromised 

The services are not attempting to 
compete with private photo labora- 
tories. However, they have accumu- 
lated over 1,500,000 photos, and they 
have specialists who are happy to 
help an advertiser find the photo 
that he needs 

The military has been picture con- 
scious since the days when Matthew 
Brady was recording bearded Civil 


War generals. During World War II 
literally hundreds of thousands of 
pictures were made, recording every 
phase of war—from the production 


line to the battle line 


Almost every military ¢ amp, de pot 
or research centet S a source 
military pictures. But the most prac- 
tical approach is through the central 


Washington 


where the services maintain. still 


headquarters here in 


picture libraries, and have special 
public information officers who spe- 
cialize in finding usable still pictures 

The services all have policy state- 


ments explaining that advertisers 
are welcome to use the photos pro- 


vided layouts are ibmitted for 


clearance 

While each branch has its own 
policy statement, they add up to the 
same thing. In reviewing a proposed 


advertising layout — art and copy 


: 1 
the services are interested chiefly 


preventing the appearance of pic- 
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ABOUT MILITARY PICTURES 


How many? Over |,5 Navy: 
Price? enerally free Meta PB 
Restrictions? Generally ble 








€ a nity of the A € 
Red Tape? earance of ad layout Air Force: 
4 | 
es nd CLr t : 
: < aa Kodachromes? © 
uld detract ! the dignity of — | 
_ Size? 8 | 
e Armed Force Particularly, the , ' . + » 40969. Pent 
er! ent alert tf I ( ‘ ‘ 4 - , WwW y | 
, Where? Marine Corps: 
endorsed ) tne arme¢ ‘ ce A 
All: ae ta ; 

that the ‘ ent efe : 
art lla Drand ike Nat 
the Armed Force ( e credit 
| 
A 


One of the ost practical ap- Washington 25, C Coast Guard: 








} tight { } A < 
I ttl 
t f ¢ V 
‘ elle ‘ f ‘ 
ce I t t t k + | J 
tt the Dn ec the y 
t ‘ cif 
tT tr 
( ‘ 
‘ t ‘ the equ t ‘ es b te bette ‘ N S 
t t cl hict t bye ht . } | ( t } 
ID 4 QD 
Or equest t +} , he << ‘ ‘ } B ‘ 
{ 
¢ Vill 24 | t! t t t 


Ke aS The picture file n- A IE C S t S Cle S 
ides tec al pictures as well as emendous phot b Afte 
t spot news shots. For or- 5A414. Pentagon Building th: ( ficer said Wi 
Yanizat ns with Washinetor epre- than 300.000 unclassified photos 


l ri Ss a me pn ( 
\ir I 
Bi \ nt< » ct 
) ers ») ac pri : 
(HW 
’ 4 > Lio 
The é t t ce Nat 4 4 I t Bu 
ere. E S \ S 
) t < t } ases ‘ Die 
é _ : : 
pP Sy I , 
t {tt ‘ ? + ¢ ‘ sé 








ecise identifi t Signal ( brary is ope t ' 
\ + at ( at 
M-48 T t t publi d s rey est c 
t 1 “World War I four-stacke vho are re t te the | , 
t t dest ‘ If set ar picture required for any situa- Marine Corps 
ture f r ea t Mail requests f tures ! r Marine C 
send the pI} If the t the Signal ¢ S e handled by St 4 t 500,00 
| alls f{ ertical pictures with the Picture Brancl Army Pict a back to 1880. A 
é ¢ Rea 1ests st lla be spec t é S 
i S met t NoO¢ CI ‘ Sava 2] qaavs si! a be ) 1 I es put t 
Die t! yn the select Ss te ¢ Ads ynic! if } M ( ) 
modact es e loaned 1 SIX Sigr ( s collect s I Db lr 
eek Dasis but yrdainar\ blac} De subr tteda t Pict B N: \ ‘ 4 
hites, fo iblication or use ed Public h mation Divis De ers b 
cations exhibits. are e! ent of the At I cle nee s Was ot oe, ae 
ithnout charge M eC 
Clearance of ads using stills from Navy to the same 
the Defense Department Is by the Navy's Phot » Center here also has t S as t 
Security Review branch, Office of at least a half million photos, but the ind advertising layouts 
Public Information Clearance sel- Photo Center is not generally ope: text st be ‘ 
dom takes more than a few hours to the public. Pictorial Branch, Of- suggestio1 endors 
Defense Department’s still picture fice of Information, Navy Depart- wording which might det t 
section will search the file S ot indl- nent stands ready to locate anvthing the daignit I the se \ t The D 
vidual services 1n al Y ffort to fill that’s sought Occas onally a “‘non- $101 f Publ Int mat 
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Please Credit: 


OFFICIAL 
DEPARTMENT OF DEFENSE PHOTOGRAPH 


This photograph may be used for 
commercial advertising if, before 
publication, accompanying copy 
and layout are submitted to and 
approved by the: 


OFFICE OF SECRETARY OF DEFENSE 
OFFICE OF PUBLIC INFORMATION 
SECURITY AND REVIEW BRANCH 
Room 2(-766 Pentagon 


Restrictions This stamp is placed 
back of picture pplied by the Der 
€ € Ivert se 7 
ped 7 photo 
ia. wei ' 


clearance of layouts utilizing Marine 
Corps pictures 

The Marine Corps will make ar- 
rangements for use of its Koda- 
chromes and Ektachromes and does 
not make any charge for its still pic- 
tures. A large selection of Koda- 
chromes are available through Ma- 
rine recruiting offices across the 
country. These recruiting offices can 
also assist advertisers in obtaining 
any other Marine photos The Ma- 
rine Corps also has a large selection 


f historical paintings otf events dat- 


ing back to 1775 


Coast Guard 


Some of World War II's best sea 
pictures are found at Coast Guard 
headquarters, public information di- 
vision. Coast Guard has between 
18,000 and 20,000 photos, some going 
back to the early days of the light- 


house service Requests are handled 


11 1 
a day or two generally, and clear- 


What about nearby military instal- 
lations It av be worth trving 
Generally. the ads will still require 


clearance n Washington, howeve 
Will 4 1 do bette1 by going di- 

rectly to the technical branch of a 

particul: ervice? Possibly. Though 


the Washingtor 


ist about everythir 


people insist that 
io gets to the cen- 


pict ire files nere 


\nnounce New Fototypes 


Ten new Fototype faces have been 
| Fototype, Inc (Chi- 
cago). They are illustrated in a foun 


ng 10 New Fo- 


announced by 


pave Iloide A? noune 


=I 
N 


New 


p 


Process Makes 


apers Transparent 


A new chemical compound to 
make various types of opaque and 
near-opaque papers transparent has 
been developed by C-T-S Process 
(Philadelphia). Photoliths, photo- 
stats, microfilm reproductions, blue- 
prints, deteriorated drawings, old 
manuscripts, etc. can be treated to 
produce translucent or transparent 
masters from which prints can be 
made on Ozalid, Bruning, Revolute. 
other direct 


Pease and printing 


machines 

The new process also provides the 
means of cleaning and revitalizing 
dirty, dry and otherwise deteriorated 
drawings and records. Legibility is 
restored, printability is revived and 
the quality of the print improved 
The process conslists oI two solutions 

cleaner-transparentizer and a 
bond-sealing solution 

The transparentizer permits the 
passage of a very high percentage of 
light and is effective upon a wide 
range of opaque paper stocks. It 
spreads evenly, dries quickly and is 
elaborate 


simple to use without 


equipment 


It dissolves greases and 
dirt for easy removal without dam- 
age to the paper ol linen StOCKS 
The sealing-bonding agent is new 
in that the solutions unite in a bond 
ing action to prevent seepage rathe 


than as a coating to encase the mate- 








rials. The solution dries rapidly and 
is easily applied without elaborate 
equipment 

The solutions are relatively inex- 
pensive Average material costs are 
about one cent per square toot ol 
copy treated The transparentize) 
costs $3.50 per quart: the seal, $3 
per quart. Firm officials claim that 
the process can result in about 80 


savings in the reproduction of tran- 


scripts, advertising material 
scripts 
The process was developed b 


Robert Parmentier, special accour 
ant in charge of record retention at 
Sun Oil Co over a pe od of foul 
vears and is being used by Sun Oil 
adve rtising departm«e nt ¢ 1 nu 
bei ol Philadelphia agencle P; 


nentie. WwW owns the patent 


English Company Sells 


New Adhesive Letters 
A London compar Cockade Ltd 


Int! oauce 
} i\ lett 
adaneslive le ers ( ( 
DiaVS The ette S ! 
| } | t 
( ae elope ( ‘ ( é 
wit + ire 
Whe tr Dack t! 
etters ne é 
i ( | I t 
. } 
The lett | 
om 112” to 9 
pra ind Day-G i 
De yraered S 


“Do you mean to tell me ALL these men work on the Paradise Pantie account?” 
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Sirechtype Explained in with the compliments of RCS 
Folder by Chicago Firm 
\ scribing S cnt I 
b by Hai | ( 
(¢ oO) St nty pe t 
hod by wl t rk 
pi | 
Th d 
Th. 
‘Act 
\rtype Issues Catalog 
: a i 
: nae RCS is THE complete economical Advertis- 
ing Production House, composed ot craitsmen 
ad who KNOW their business and who will re- 
TI lieve you of ALL your production worries 
RCS OFFSET ee STUDIOS 
= | RAPID COPY SERVICE. INC. 
| of) Sa \ 123 N. Wacker Drive b 6 
= \ \ —~ 1 ST 9 5977 
PHOTO-REPORTS ; i 
| __ ON PRODUCT APPLICATIONS If VO! Are in any | 


of these fields... 


SICKLES PHOTO-REPORTING SERVICE 
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Despite the tremendous progress gently analyze and interpret the re- oap Wrapper might not apply at 
which has been made in packaging sults of a comparative package test in the case of a carton or package for 
since the National Biscuit Co. first without knowing, for example. in a television set. Yet it is necessary t 
put crackers in paperboard packages what type of store it will be sold o1 review a wide variet f probler 
53 years ago and despite all the who are the potent al customers areas to make certain that no ita 
package innovations since the wat Let’s try to be practical and ana- point is overlooked 
the great majority of consumer goods lyze the elements of the marketing As an aid in checking the problet 
packages on dealers’ shelves still lack problems that ll affect the packag: areas which must be msidered t 
the “selling power” required to meet lesig? de gener ect mi 
aggressive competition in self-serv- ement and the | ¢ esigne 
ice stores e | ri succes ( i cne 

There are two majo! phases to tne St « some 23 points 
job of fitting the package to the mar- This st has bee dD { t ¢ - 
keting problem perience developing packages 
Be First, you must define and ana irugs COs! tics ( package 
lvze the marke ting proble m to pro IOdS, DEVE es eat S S ewe 

ra) y y ? ] 1; » Y t ’ ‘ 1? YY ’ T S yt i ~ t 

es ot epina wanbesiag waren a ee Management expects a package to re oar een’ 
igement and your designe) : 7 troleu produ cticide iut 

: lo these fou yortant things 
2. Next you must experiment wit! s : a rt r iccess es ! g t 
and test several approaches to fin 1. Successfully sell the product against a a number of othe cts 
the most desirable package not just all competition To fit your package t the spec 
the design and copy, but the siz 2. Protect the product from the time it marketing probler nvolved 
shape, opening and the package pro leaves the factory until it is finally mav need to gathe dadit ni ni 
tective qualities as well consumed ation on mat f the 

Unfortunately, too many peop! 3. Tie in with the company’s marketing yoints 
blindly into Phase 2. hoping to pro educe costs oF production handling Company Policies and Plans 

, storage, selling and returned goods ' ¥ ; 7 
duce a miracle package over! } 1. Long range marketing objectives 
Management men are not the o It takes careful planning based o1 2. Product improvement plans 
nie wear thie teand a cts 1 chieve: these obiectiv: 3. Pricing policies and profit margins 


arketing Opportunities 
Industry growth potentia 


M 
package Is selct n the same in an 4 

5. Successful industry sales stimulants 

6 


Ce mpetitive packaging trends 


A top flight marketing consultant with a great deal of packaging ex- 


perience presents six down-to-earth checklists for developing effective 





consumer packages. 





5 ae 
Robert F. Elrick 
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Legal and Government Restrictions 
7. Brand and generic name usage 
8 Copyright limitations 

9. Product descriptions and labe ing 


ls it a convenient size? For home stor 
age, servings etc.? For dealer she 
and mass display? 

Does the shane make it ea to handle 
Pure Food and Drug Administratior 2. Does the shape make easy 
and Federal Trade Commissior pick up and carry? W t stack 
lealers’ shelves? 


Production Problems 3. Are special dispensing, opening a: 


devices necessary? 


10. Product protection needs osine 
pe 5s 

I Pac kaging macninery mitatior 4 Car the package be lise ced ¢ 
12. Finished goods handling, storage easily? 


and shipping f Are the rections for e and the 





13. Package materia sts recipes clear ar Jerstandable 
: . WV specia € ve rte } 
Distribution Considerations : : 
1 e€quired to keep the pr Jct } 
4. Types of sales outlets ; 
: ndition in the stores a tha 
15. Store display practices ‘ 
: mer’s shelf? 
6. Dealer shelf stocking problems — 
7» 4 Voes the package have secor . 
Wholesale and reta storage prot 
possibilities’ If sc Ww they increase 
ems 
sales? 
Customer Requirements 
18. Characteristics of potentia st ; ; 
ers ’ 
20. Need for specia rect t t 7 
2 Customer tivat t t n the ka t 
Promotion and Advertising Possibilities ; packaging iteria eate f 
o ~ I < ~ ‘ 
ZZ C ynsumer package promotior able }I yht TT retiect 
23. Advertising media 
O; te 
Die ’ P ‘ 
‘ It ‘ t 
} 
N $ Ul 
4 
t ‘ + ‘VW 
MV 
: } 
k 
the oocontabilit th, 
L f 
: , + } ¢ C) 
re ? ; +) G 
Utility The nvenience and prote eEXDeNSive 
tive qualities of the package from the { t ' 4 es it est 
point of view # the st ne ar the ccf + ) + 
dealer r buye the ea that t 


2 Visibility The attention getting value entirely foreian product. F inne 
and the ease and speed f package } sinte ar ' € 1S¢ 


identification 


Ww 


Impressionability ne immediate the shopper: € py the 1CK 


and | 


ong-range effect produced r ? s it strona en sh + stand + ¢ t s it 


the cons yusness by stimulat r f mpetitior n the shelf n mass A + trat 
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Clinic Tests Packages 
For Appearance on I\ 


The importance of a good televi- 
sion appearance for packages was 
highlighted recently at an unusual 
clinic in the Milwaukee studios of 
WTMJ-TV Package designers of 
Milprint, Inc. (Milwaukee) watched 
as their prize creations underwent 
thorough TV testing 

More than $100,000 worth of tele- 
vision equipment was placed at the 
Technicians and 


Milprint 


packages ona special closed circult 


group’s disposal. 


engineers televised many 


Monitoring sets were placed at stra- 
tegic points In the station’s auditori- 
um for viewing by Milprint artists, 
sales and production personnel 
WTMJ-TV prepared a variety of 
backgrounds and color cards for the 
study of how colored packages re- 
produce in black and white televi- 
sion. Philip Laeser, WTIMJ-TV chief 
engineer, explained to the group why 
packages frequently must have “TV 


n akeup.” He stressed these points 


> 1] 1 . 
> Brilliant colors and glossy surfaces 


have top “in-person” appeal which 
cannot be accurately transmitted to 
TV audiences He suggested that 
packages which do not photograph 
Some 


at their best have “makeup.’ 


1 


glossy surfaces may need to be sub- 


dued so that they will not cause un- 


desirable “black halos” on the screen 
Other retouching may also be desir- 


able 


> The general rules which cove 

; eer? 1 } 
proper dress [01 ry actors also apply 
t packaging. TV per- 


cautioned against ex- 


oO dress” for 
formers are 
tremes of contrast in clothing. The) 
are irged to avoid pure white, ir 
snirts To. instance, since the TV 
screen cannot register white as clear- 

as off-white shades. Performers 
ire reminded that every color of a 
sult be¢ omes some shade o! 


ay when it appears on the screen 





which carries only gray shades be- 


tween black and white. Just as cloth- 
ng is selected by tones, so will prop- 


er tones make a pacKage reproduce 


— : . : 
> The study of various colors show 


a ‘re difference in shade can 
nange an entire pac kage on TV. At 

mie a change in tone which makes 
no lifference in store appearance 1m- 


pact of a package will make a definite 


difference on TV. Alert artists may 


76 





Packages Televised 


wood, National Director of Package D 


for Milprint In Milwaukee wrran 


t 
kaaes for TV test at the st 
TAAIT 
WIN , 


also avoid some patterns and designs 


which do not televise well 


> While TV actresses are cautioned 
against glittering jewelry, those who 
display packaging on TV also need 
to make adjustments for glittering 
packages. This can be done with 
‘makeup” and special TV handling 

In spite of technological advance 
ments in television, TV still will no 
reproduce 100 


contrast, the group 
learned when black and white de- 
Signs were placed before the cam- 
eras. Foggy, 


the screen and black and white pat 


dark “halos” showed on 


terns were indistinct. A similar de- 


sign of light and dark grays, on the 
other hand, gave the TV appearance 
of being much sharper in contrast 

Milprint artists were able to see 
for themselves how certain shades of 
vellow fade to white, although the, 
were vivid colors to the naked eve 
The artists studied how effective the 
same shades can be when they are 
used in combination with other col- 
ors. They also learned the reflection 
values of various surfaces 

One specific example shown was 
how a beverage manufacturer used 


‘stand-ins” for his shiny foil labels 


The “stand-ins” were photostatic 
There Was 
just enough contrast in lettering and 


I 


background, and just enough gleam 


coples ol the real labels 


' 1 
on photostatic copies to make the 


stats appear like the real thing on TV 


Case Histories Told 


Fight packaging case histories art 
illustrated and described in B. F 
Goodrich Chemical Co. (Cleveland) 
booklet. Packag ng Problems Solved 
With Geor 


tic material which finds uses in many 


Geon is a versatile plas- 


packaging situations. The booklet 


describes case arying tron mil 


lary pat kaging to gift ribbons 








Gair Describes Cartons 


A colorful 24-page booklet de- 
scribing cartons produced by Robert 
Gair Co., Inc. (New York) is being 
offered by the packaging firm. It 
contains illustrations of 34 basi 
styles of folding cartons produced by | 
Gair 

The booklet 


commercial applications of each of 


shows present-day 
Gair’s styles Two handy checklists 
of points to be considered when de- 
veloping and ordering cartons and 
other 


handy reference information 


are included 


Simulated Lace Added 
lo Baker Boy Packages 








te xtile nal llact ‘ I ) 1 t 
make new ab oi 
they Were turned out 
fashioned spinniz heel, Baker B 
Bakeries (Los Angeles) has adopt 
new packaging with ar 
appearance Io t iuct 

A t package is } 
I > 1 I SI ‘ ( ‘ 

toll. It he ‘ ee 
the contectior S ‘ tt 
the had been <¢ ) ‘ 
side b < nite-! ‘ t 

1 

Vno Daked the é é 

To ike the ¢ t ’ 
peal ger it { t 
f three slices each. Thesi 

rst wrapped Cc ( 
ther tnree 
printed t The ( 

ap Is p ea I ri t 

The ae { r tre ¢ t 
Walte I & A é (S 
Francisco) ere 1, 

nt. Th (M ee) 


Old Fashioned Look ted 


ker 
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agreed cigarette manufacturers ar« \pplications ol \cetate 


doing a good job with point-ol-pur- 


chase material, they had _ several Sheets Shown in Booklet 


ert 
; suggestions for an even better job keel ? | 
g : , Applications for Celanese 
_ > Refrain from putting decals on 
It ' sneeting pac 
machines without securing permis- : . ‘ 
< GS ¢ ed H- 
iSH sion from operators . 


>» Fy is ree cardboa} seit - UDI lanes p 
Furnish free cardboard mockup Raamblei Riou Wenicl.. fhe bast 

ol! cigarette pac kages fo) display ; 

> Furnish signs to attract peopl to 

vending machines 

> Provide plastic cigarette fronts f 

machine column identification 

> Work out display and advertisin et eee ee er ae 

ion Sports Kit Rorr k her ndusky allowances with vending macnine eyes aoe ct ee 





trans ssio ( 
erators ist aS they do with over- 
1 1 . ate Ss 
the-counte dealers 
A ( 
The operators S Ped Cci¢ ette 
acture t f ; 
, ' | 
si i ‘ ri 
t tis 


Vend Studies Packaging 


Problems for Venders 
a 





‘ \ ‘ Sx 
1.000 ¢ ¢ 
Package Conversion tant trans} 
7 
s t S 
S 
>| } 


[yf een ieee Packaging Checklist 
naa med (hie would fo. i wee Booklet 


thin the ce ( roduced by W. C. Ritchie & ( 
ad . (Chicago) The che s Ss 
> In e the e sh cecal a 

. . ‘ Tr sidered De e select ( 
Or ‘ ; 








‘ pacKa ng p ers i 
‘ the . . . neip Oo the Ch O€ desig ¢ Ove 
ere ( ( 50 ctua appl s oO R ‘ 
et ‘ ite packages é strated in sé s 
Sit ‘ arett lescribir fol ¢ ( tons - 
( ¢ Nx Dpoxes 1 DoxXes 
‘ ( ach es a Dre » 


While the operato cid 


ents 
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By A. M. Andersen 
Executive Vice President 
Reuben H. Donnelley Corp. 


Couponing is a form of sampling 
but with the prospective custome! 
paying part of the cost 

The goal of either effort is trial of 
the product by more people than 
presently use it. In addition, the cou- 
pon campaign builds the prestige of 
the product with retailers and, in 
fact, augments their profits 


AHS) 


OUPO! 


z 
& 
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Couponing has become a major factor in the introduction 

of new products and building sales for established lines. 

An expert explains the fundamentals as practiced by some 
of the nation’s leading advertisers. 


Although there are at least four 
ways of distributing coupons, the 
most common is by mail. The mail- 
ings are made to mass consumer lists 
such as those that our company has 
compiled of householders throughout 
the U.S.A 

The housewife takes the coupon oO} 
coupons from the env elope, puts them 


faarons MD 
WESSON OIL = 73: 
HILEX BLEACH = 5) 
$c DELRICH - 2: 
OLD DUTCH 2219 
DOG FOOD 22 15° 
& gGLOSSTEX = 19 
CAKE MIXES .. 9 


ae mere 


WRISLEY 


in her purse, and, on a re 


gular Snop- 
ping trip, redeems them. The groce: 
(assuming the couponed products are 
grocery store items) allows her t 


face value of the « supon tow 


ne 
vard the 
purchase of the article. Later he 

repaid the full value of the coupor 
and, in addition, given a 1- or 2-cent 
fee for each coupon by the advertiser 


A coupon campaign not only bri 


customers and prospective customers 
into the retailer’s store, but also per- 
mits him to stock up on the couponed 


item and then unload quickly. By 
that time he has experi 
brisk demand for the item indi 
by the couponing and, expecti: 
peat business, almost invariably 


} 
orders 


» Some prod icts al 
fully couponed than others. Th 
successful is the product wh 
purchased at regular intervals 
oftener the bette Or cour 
product must be a good one to 
one that appeals to people and 
fies a need. No method of adverti 
can promote an inferior or unsat 
factory product with long-run suc- 
cess 

But even couponing the ideal art- 


icle will not be successful if the prod- 
uct’s distribution is spotty and the 
housewife has difficulty in finding a 
store which stocks the item in orde 
to redeem her coupon. Nor is incon 
plete couponing to be recommended 


a market should be completely or all- 


but-completely couponed if the re- 


tailers are to move a satisfac tory vol- 
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ume of products and be convinced 
that their own efforts have been 
worthwhile 
As to costs, the coupon in the mail 
paper, printing, handling, address- 
ing, and postage—costs from 5 cents 
each up, or at least $50 per thousand 
Since the face value of the coupons 
averages 10 cents and since 2 cents 
has come to be the accepted fee o1 
bonus paid the retailer for each cou- 
pon handled, each coupon redeemed 
costs the advertiser 12 cents. But re- 
demptions in successful campaigns 
average 25 per cent ol all coupons 
distributed. Therefore, the 12-cent 
cost must be divided by 4 to arrive 
at the redemption cost per numbe 
f coupons mailed. This is 3 cents 
or $30 a thousand. Fifty dollars plus 
$30 makes $80, the total cost to the 
advertiser for each 1,000 coupons dis- 
tributed in a successful couponir 


Campalgn 





elle Corpo ation to Inaugurate ts 
muitiple couponing campaigns, Calle 
Donnelley Coupon Round-Ups 

Ir these Ca Dalgens eacn advertise 
cns ved «a flat $16.50 pe tr 4 a 4 
for its ¢ Ipons- -the a nstead 
f $50. And since the redempti 

S remain the same ) ab t SoU 
pe thousand, the average total cost 
to the advertise! $46.50 pe tl l- 

i ( pons the-m the 
t n S80 

The $16.50 es im<¢ is 
SS es ! rt ¢ « ( t the } 
S50 charge. Ons { these is lll-page 
idvertising ets ere 
yy the cz paign t rte ede p- 
tion of the pons 

Ar tne S elaborate al ( I plete 

e- i p Yn contact W t I I r 
pendent retalle ( porate ! 

le cr S. é I esalers Tt 

tact esults in extreme f 
fective perative edemption pro- 
I t ns inc 1d1In£ lassead dIspl« S 
the « Iponed proaucts In st es Se 
f window and inside banners u 
I sew es to eaet your cou} S 
ne € and alsS¢ pl MY t i ( I 
the displ advertist ents the 

ger ¢ ‘ Car tior 


dling redemptions. that is. recs ! 
redee! ea coupons |! ym grocers na 
remitting the ndicated an nt pn < 
9 ‘ 
tre Z2-cent Tee 
} 1 } 
Ir genera muitiple ( iponing 
eve » 
els Is 
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HOW A COUPONING OPERATION WORKS 


1. Notify all independent merchants 
wholesalers and chain headquarters 
by mail announcing plan (6 weeks 
before mailing date) 


2. Make personal calls on chain head 
quarters outlining program in full (6 
weeks before mailing date) 


w 


Print special checks and drafts for 
use in reimbursing for coupons re 
deemed 


4. Release advance proofs to newspa 


the 





pers so they can merchandise 


9. Send all independent store another 
notification enclosing store display 
material, postage-free redemption er 
velopes and review of couponing 


plan (10 days before mailing date 





). Chain headquarters and wholesaler 
are notified again of the couponinag 
and uraed to order display mater 

and special tie-in mats for their owr 


newspaper advert 


Deliver addressed envelope 


ng coupons to postofiice 




















program and solicit retailers coop edempt er ’ 
eration € oupo t | 
5. Print coupons | 
Count hed , ; | 
6. Select mailing st product taet : 5 na \ 
7. Address envelopes encio 3 the demptio 
ope tify d-up porticis | 
8. Insert coupor mount p to « j 
eminde! I the questio! st te! ( é 
asked b prospe ctive < l ners ¢ 
It is: If I coupor y product hat ‘ ‘ West. I 
percentage <« r pt c I « é r ( S } 
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The answe cannot be definite be Ne y 
AS diffe ent Db i ts e! A i¢ 
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liilerent redempt n rates. | ‘ e- W « 
cent Donnelle Round-U} the ‘ KK ope p 
was from 8 to 40 per cent with 25 es. H 
r cent the erage 
nT 
! e trequent te als bring t} \] O 
higher reder yt I ate rg é EMmCEeS 
higher than furniture p si é et € 
ample, and coffee higher than b ¢ 
Redemption leve } eve $7.50 
¢ « 
re measure ne Su t S 
ell tanadatu t Se § ' , 
‘ ture Wit! r r t 
¢ some the luct 1 ¢ 
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> As has bee S i thers é th 
avs tle dist pute ip S Des ( p C 
by ma The cou; S Ci he t sa 
newspaper advertisement H S 0) ¢ 
eve the | Ise ist ¢ ¢ 
yupon in order t edee t } . ' , 
A second is distribution of th ‘D < 
ns mManua I I ise t 
This is a common met! 1 as } t 
as le distribution eratior ‘ 
Third method Ss stributli! t T) 
coupon with the p ict. perhi h, 
printed on the cartor tucked aie a F 
side. However this method usu: he ‘ ‘ 
reaches present users only and y 
prospective customers Fic che f ¢ 
Distributing coupons by sacar lee 
pears to be the preferred met! oO p AD | 
today rmree 
>’ While the Donnelley Co O ‘ 
Round-l Vs t j p74 of are ( | t 
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.. and there are no missing links in 


ence has shown there are basic links that must be 
welded together to form the complete “chain” of 
a successful Dealer Help Mail Sales Plan. Weak- 
ness in any one of these links can destroy the 
effectiveness of the entire plan! Here at Donnelleys 
we are only too aware of these important facts. 

With a Donnelley prepared Mail Sales Plan, 
you are assured of a systematic program that 
welds all the vital links shown above into a pro- 
ductive sales aid—a plan coordinated with your 
other merchandising activities to further stimulate 
the sales of your dealer organization. 

With the Donnelley produced plan, you and 
your dealers are assured of the greatest value per 
advertising dollar spent. Donnelley experts follow 
your program from its planning and creation to 
the final placing of your mail in the hands of pros- 
pects. Every step is carefully supervised! . . . no 


link is OV erlooked! 


“No Chain is stronger 






than its weakest lank.. 


& 


J Nw 


A 
Donnelley produced “Mail Sales Plan! 


There is no substitute for experience! And experi- 


For the complete story of how Donnelley can 
help you get better results from your Dealer Help 
Direct Mail, call or write your nearest Donnelley 


office. 


*Direct Mail for local dealers, sponsored by major 


suppliers. 














OTHER DONNELLEY SERVICES INCLUDE: 


© Couponing-by-Mail—an “Occupant List” of 
over 35 million addresses, 98.49% accurate! Plus 
complete addressing and mailing service. 


® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
largest contests. 





© Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 


® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 


We mle) eM eee) 


350 E.22nd ST. 
CHICAGO 16, 1ILL. 


‘ 


305 E. 45th ST. 
NEW YORK 17, N.Y. 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 
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THAT SOLVED 


A DIRECT MAlL 





to date and as to quantit a ; at bail plese ‘ 
istrating experi- Our sales n gives the distribut stand tl t ( 
t Manage > al Addressograp! plate ( ntall £ ivertising 
but office and ir ni e and address t n he puts ‘ t m< ne 
Vil Stix } t the ’ his regeuls mi; ne ‘ ‘ ici + +; 
‘ 1 turns j it T} is wher the dist bh + le ¢ ° + ‘ + 
e. 2nere es tne i ! ‘ ect e i } Lt re ‘ | t 
nt no s es is an actu t n the ‘ tne st t ¢ 
lle bu that the distribut has act his part 
é ae t the ma n¢ S scne ed tends t nflue 
yt ause I We I le tne qaist put t! t T 
t nd sever printed mailing pieces. re} x 4 t 
‘ ertis nd additional literature at est Ss! 
harge to the distribut We sup} t} e 5.00 tril 
bably hap ‘ f this mate n i easonabk These ‘ 
} e the ke t F ngs as he has scheduled the ne ‘ 
tne ¢ pertect Mate ais are sent t tne strib- es 1 t 
. ; so that he receives th ‘ ‘ ie ‘ 
ble n developir eeks before. his scheduled mi: ! t 1 
t I i Ce p< I late When tne < ng piece < t ‘ 
plan and a cont lressed to us is received, we releas 
be assured that o the next scheduled m ng piece. | 
ld De ised anda the event we do not rece e tne ‘ - 
ea couple nunareda Salesme! contact the dist but 
nt electrical prod- This method has proved ve suc- 
ld to electrical con- cessful, for since 1949 our distrib- » 


trical wholesalers 2,000,000 Trumbull mailing pieces se? 
liture of funds for In addition to this direct mail } MOP; 








then We also provide na I St 
ces to dist butors who do 1 + } ¢ 
personnel to do an adequate 


THE MACIC PLATE 














/ / but: 
( .<% don't sell + 


newsprint short! 


If you've a sales promotion job to be done 2/ 
calling for large quantity printing let us 3/ 





show you how NEWSPRINT can be used 
effectively. Serving many of America’s big- 
gest national manufacturers, NEWSPRINT 
sells hardware, drugs, tires, automobiles 
paint, radios, appliances deas and 
services-—— 





= [2 Tes 
& = 
1 t my : 
ma = “ 
\ & L 

=> =) | 
lo io. Here's a plant with pe 

X Ww \|3 who know how to get things 


done tast and right 


Shopping News Press 


5309 Hamilton ave. Cleveland 14, Ohio ‘ 
HEnderson 1-4444 Teletype CV-25 Ns: 


< AGS FAST. 
<Q " ANP 


“Just ask 
for Marie” 


That’s right—for quick pick-up, fast, 
accurate work, and prompt delivery 
just ‘phone WAbash 2-8655 and ask 
for Marie Maize, for any job large 
or small involving any of the follow- 
ing services: 


* Multigraph * Planograph 
* Mimeograph * Addressing 
* Addressograph * and Mailing 


We employ only experienced person- 
nel, and are set up to give you fast, 
accurate service. Prices always in 
line 


Just ask 


any of the following valued accounts 
which it is our privilege to serve: 


Advertising Age Hote! Monthly 

Barrett Div industrial Marketing 
Benson & Rixon Ingersoll Products Div 
Continental Scale Corp Intand Rubber Co 
Coleman Floor Co Pennsylvania Rubber Co 
Educational Music Bureau Popular Mechanic 
Florists Review Ryerson Steel 

Goldman Sachs Co Science Digest 
Hospital Manageme ent 


SPECIAL SERVICE FOR “our- OF - 
TOWN CUSTOMERS 


We can give you fast service on all 
your duplicating, addressing, and mail 
ing requirements. If you don’t want a 
Chicago postmark, we can ship to you 
for metering. or stamp and ship direct 
to your local post office. 


lhe Letter Shop 


431 S. Dearborn St. Chicago, Ill 


Phone WAbash 2-8655 








To keep him informed we_ use 


three types letters: 


> The product information letter to 
inform and sell him on the product 
and its application. 


> The sales information letter to in- 
form him of prices and terms of 


sale 
> Data Book transmittal letters 


which discuss special applications 
for special products, or non- 


catalog items 


salesmen and 


With so many supply 
with the constant change of person- 
nel, it is a tremendous task to keep 


our mailing lists up to date. We have 


| 


devised an information form that is 


processed twice a veal This forn 


: 1 1 } 
lists the supply salesmen who are 


currently on our mailing lists. It 
shows what their particular respon- 
sibility is and what literature the 


distributor is set up to receive These 





forms are brought up-to-date by 
personal contact of our own field 
force. This form is most important 
for our records show that a ma I 
st tnat s 12 months old s about 
15 to 55 it of date 

In addition to establishing a line 


of communication to these 5,000 


educate 


One of our most effective methods 
t educating these Salesmen 1s I 
inusual “correspondence course Wwe 
have developed. Each week we send 

' 
a Malling piece emphasizing a 


feature or two ota particular prod- 


ict. Included with the mailing piece 





Sa replv card contalning a 

ol questions These questions are 
] ] ] ] 

answered and the card 1s returned 

t is for grading. We tabulate the 


answers and at the end of the par- 


ticular course we send the standings 
to the distributor sales managers 


We also give diplomas and recogni- 
on to the wholesalers who have 
done outstanding work 

In addition to our correspondence: 
courses we have prepared package 
sales programs for the distributo 


le uses this information to conduct 


1eetings with contractors. To meas- 
results of these meetings. 


ure tne 


each distributor salesman calls or 
10 contractors, reviews the product 


or products, and asks for the order 


The results of his calls are sent 


: . 
to us on post cards that we suppl) 


For calling on 10 contractors we send 
each salesman a cigarette lighter. As 
a result we receive the name of the 
contractor, his address and pertinent 
information concerning his activities 

This method not only encourages 
the supply salesman to tell the story 
of our product and its application to 
the contractor, but it also provides 
us with good, up to date mailing lists 

and, of course, in many cases a sale 

Another method used to reach oun 
distributors and their customers is 
through Trumbull Cheer, one of the 
oldest 
publication features 


industrial magazines This 


unusual instal- 


] 
| 


lations of Trumbul 


| products and 
other interesting articles, and gives 
publicity to our distributors and 


their customers. Our mailing list is 


over 50,000 





IN THE AIR 


mo secre | 


THERE'S MOOLAH 
AS 









it S ind the Sales ‘ Calle 

Circle-T News. The tent sists 
pro tio? Dp Ora S t peaeel 

leas, distributo1 yubDlicit d suc 





sut o1 ‘ ‘ b est Ds 5 
aist but Y ol airect ‘ pieces 
through the various distributors. The 
big problem has always been to get 
these 1 g pieces used and mailed 
out b tne dist buto Tt S called 
ro} plan and a cont ind I think 

( ce isea FOO one 


Each year we send oul salesmer 
a brochure containing some 40 mail- 
Ing pleces These cover products to! 
use in our various markets and in- 
dustries. They are written to cover 
the needs of the peopl who buy our 
products 

Our salesman reviews these mail- 
ng pieces with our distributors. An 


ordering form is provided as well 


pplemental literature nec- 





essary to send to those who reply to 


ne mailing preces 
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The key to the success of all of 
these direct mail programs is the 
mailing list and our ability to keep 
this list up to date. Since we issue a 
general catalog every year to about 
85,000, it is most important that we 
have up-to-date lists 

Before anyone receives our catalog 
we send a series of three reply cards 
to our current mailing lists. The cards 
call for pertinent information about 
the individual, his job, his address, 
etc. If, after we have sent all three 
cards, we do not receive a reply, the 
name is removed from our list. This 
check is made once a year 

However, with Trumbull Cheer 
which is sent to the same list, the 
post office returns undelivered pub- 
lications and we correct our mailing 
list at that time. We notify our sales- 
men daily who had been removed o1 


added to the mailing lists 


Ga. Promotion Booklet 
lakes New Approach 


A 32-page picture book presents a 
graphic picture of business oppor- 
tunities in Georgia. Recently created 
Depart- 
Liller, Neal & 
Battle, Atlanta agency, the 


and produced for the Ga 
ment of Commerce by 
colorful 
brochure takes a new slant for state 
business promotion booklets 
Entitled “Mr. Smith Looks At 
booklet takes “Mr 


Smith” on a trip through the state 


Georgia’, the 


Over 100 photographs picture Geor- 


agricul- 


las commerce, resources 
ture, recreation, transportation, iIn- 
dustry, manpower and “good living’ 

Copy in the brochure is kept in- 
formal, but it covers most of the 
questions asked by anyone interested 
business location 
Copies of the booklet can _ be ob- 
tained by 
Sec oa 


in Georgia as 


writing Clark Gaines 


’ Georgia Dept of Commerce 
100 State Capitol, Atlanta 





February, 1953 
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Moss Offers Invisible 
\lessage Post Cards 
M. E. Moss & Co., Hartfor 


is offering a selectior « 
sible 
te 
Te ist CSSALES ¢ ‘ ‘ 
i ed Ink on the t t 
Dut the saies message 
spec al nvis ble ne 
side I pica tease ] te 
secret 1 1 dip r Vate 
The cards Ca \ » to 10 
12-point tv pe I the ess é 


\Vlen’s Shirts Promote 


4 Seenetsem 





d 


By Letter from England 


The fascination of a lette 
foreign country be ) 
direct mail campaign for shi 


of fabrics by B. Cassel & C 
(Manchester. I i 
A letter from t 





n tne Ss! 
the availability st 
] ] + , 
1ocal American store I 1s 


from England to the 
American firms. A typi 


gins: 


A letter from England on the 


of shirts may seem somewhat 
but we take special interest and 
the white-on-white shirts being 


now at LYTTON’S—and only 
TON'S in the Chicago area 


The letters have an English 


and carry the inscription 


Queen Elizabeth’.” 





subject 
unusua 
price in 
featured 
at LYT 


Eight Ball 


A. MITCHELL 


111 W. Jackson Bivd. 


Room 830 Chicago 4, Ill. 


——— 
CONSTRUCTIVE LIST SERVICE 
Let us help solve your n ng list problems 


Mail Order Lists in all groups 
Ww 





WALTER DREY, INC. 


ailing List Consultants 





Member: DMAA, NCMLB, ATCMU 











When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 





Increase Your Sales by Mail 


Whitt Vesthumove Schult: 


MAIL ORDER SALES CONSULTANT 
Highland Park, Illinois 
x & & 
Write Today for Free Details 








SEND FOR INTERESTING FREE BOOK! / 


&3 





STRUCTURAL 


ed 


hen Exhibit Makers 
Exhibit... 


When exhibition mar 


nanagers and 
exhibit builders ‘et together. vou 
can be sure the talk will be directed 
toward more effective use of trade 
shows as an advertising medium. And 
that’s just wnat happe ned at the two- 
day trade show clinic in New York 
sponsored by the Exhibitors Advis- 
ory Council 

The big topic for discussion was 
audits for trade and industrial st 
similar to those which have been 
de veloped n the publication field 
Chief advocates of show audits were 
Gene Wedereit president ol the 
National Industrial Advert j 
Assn., and William A. Hart, presi- 
dent of the Audit Bureau of Circula- 
tions 

But. while a great deal of interest 
centered on the subject of audits, a 
Variety ol speakers offered some 
down-to-earth solutions for present 


day exhibit problems 


Apply Magazine Techniques 


Adkins Lowell of McGraw-Hill 
Publishing Co., for example, urged 
exhibitors to apply magazine adver- 
tising techniques to their displays 


He stressed five specific points 


1. Layout The general design 
of a display corresponds to advertis- 
ing layout. It first attracts the eye, 





and establishes the character of you 
exhibit. The bigger it is, and the 
more colorful it is tne better job 


it will do for you 

When you use illustrations in dis- 
' | 
play design, Keep them just as big as 


possible. It is much better for you 


1] 


to use one really Dig pnotograpn o 
} 95 1] 

your product than cU small ones 

that no one can see Irom the aisle 


ai conventior nall 


2. Headlines In exhibit dis 
plays, your headline opportunities 
run all across the top of your back- 
ground. Here, in letters 12 or more 


inches tall, you have an opportunity 





to say something really important 
about your product and in spe- 
cific terms of a customer's selfish 


interests 
All too often, howev« this inval 


val- 
uable space carries nothing but the 
name of your company More often 
than not, this space Says simply 
‘The Glotz Gear Works” and 
the prospective customers say, “So 
what?” 

Look at the headlines used in 
magazine advertising. No advertise 
of merit would limit himself to the 
name of his firm. Consider the im- 
portance of headlines in your ex- 
hibits headlines that sell some- 
thing other than your company 
name; headlines that make show 
visitors want to know more about 
your product while they are still 
a hundred feet down the aisle: head- 


Advertis 
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the 


job 


lis- 


Zz as 


you 


mes 


Iten 
ply 
and 


“So 


d in 
tise! 
» the 

im- 

eX- 
yme- 
pany 
show 
ibout 

still 


1ead- 


nents 





lines that have so much “you value’ 
in them, in such big prominent let- 
ters, that the show visitor will pass 
“The Glotz Gear Works” by in favor 


of spending more time with you 


3 Copy All research proves 


that long, informative copy in n 


ldta- 
zine advertising is much better read 


than short copy which says littl 


3usinessmen come to expositions fo1 


information and the “long copy 


angle of your exhibit designir Is 


to make every square foot of display 


space count in the dissemin 
information about youl products 
Use captions for 
on your counters placard attached 


to your machines, catalogs and bu 


letins mounted for easy study and 


‘ reference 
temember that many a visitor 
get by you before one of your rey 
resentatives Nas an opportunit t 
tell nim pers a ab it ( 
ict Gi ¢ the Sit there ¢ 
enougn t ead about } ( 
to persuade I t! t ne <t 
around and le ‘ 
4. Position Contrary t 
popular thinking, position in adve 
tising S I! I tance 
pared t hat ivertisement 
t Sa\ S evs ! é 
hibit is es t 
best possiDle funct na IS¢ I 
space 
5. Concentration AYE ‘ 
ertise £ s ‘ 
ng that it. is ‘ th, hs 
iti< VI the é é 
that ( nt Dut é é ¢ 
( nsiste t the 
ise the r 2 ( t 
t tne The ‘ st < ¢ 
tne e¢ ‘ 
the exnibit r 
+t better to « satires te atl 
ist ‘ n tant « hit 
rathe t} dice ‘ 
able exhibit “ 
t tne é ( tr t ex t ette 
tive I I ne 


Good Public Relations 


Ed Greif of Banner & Greif, Ne 


February, 1953 


York public 


some suggestions for better results 


relations firm nad 


from exhibits through a more effec- 
tive public relations approach. He 
told of ten specific points to build 
trade show attendance, which he 
drew up for exhibitors at the 1953 


Materials Handling Exposition 
1. Mention the show in discuss! 


with salesmen and distributo Tell 
them about it in your letters, lite - 
ture and house organs. Urge the: 
to spread news of the shoy 
2. Ha 1 Ihce st iS¢ é 
SticKers ( espe at ( 


V1 Cire Ped -«£ 





througn § the aisplays He listed 
eignt rules tor best resul 





1. Have something new to talk 


about. If you have no new product 
alk about the ne ises for the old 
ad ict 


2. Have a news release for dis- 
tribution at the show. Don't depend 
ipon printed brochures. Keep 


es é D t ri products 
r ( ere I elease eacl 
t t 


3. Have pictures available. Mak: 


4. Have a publicity man to greet 


1 
reporters. Nave ! VallaDle in the 
4 
ciple \ 1 
t t t t n- 
r \V 
vy t t - 


5. Give reporters top priority at- 
tention. A t ho has t ve 


6. Insist on a well-run press room. 


7. Send advance releases 


8. Be prepared to answer ques- 
tions. H ( ‘ ‘ t the f 
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/ > Wha 5 fo save 


on your printing bills 


West 


Coast printers may be a 
strange breed, but they actually like 
to help their customers save money 
To prove it the Publications Group 
of Printing Industries Assn., Inc. of 
Los Angeles has published a handy 
32-page booklet listing 15 ways to 
save money on printing bills 

While each of the methods outlined 
is simple in itself, the combination of 
money savers is a clear-cut channel 
to economic buying of printing. The 
15 methods are 


2. Standardize copy paper 
uniform sheets of preferably 
842 x 11 or 812 x 512. Bulky, bastard 
size copy sheets are time consuming 
This money foolishly 
Clippings, etc. should be pasted on 


Use 
paper, 
means spent 


the standard size sheet 


Do not pin 
or clip them in place 
>. Pre-edit copy Don’t use a 
worn out typewriter ribbon. When 


using printers’ marks be sure 
know what they 


you 


mean Check care- 





Key to Printing Economy f 


eration between tr 


fully for uniform punctuation, spell- 
Fol- 

fol 
compounding words, foreign words, 
preferred spellings, etc. Decide on the 
style for headings and subheadings, 
bold 


folios, the handling of quotations 


ing, capitalization, statistics, ete 
low a good standard dictionary 


use of figures, italics, face 


3. 


Poorly prepared copy 


Eliminate galley changes 

and markup 
complicates the compositor’s or lino- 
type operator's makes 
difficult a 


the editor’s wishes 


more 


job 
clear understanding of 


Typewritten copy is preferred 
Handwritten copy offers many more 


No 


copy 


{ 


possibilities ro. 


legible 


errors matte! 


now handwritten may 





be, it will take longer 


the 


tvpesette! 


costs 


to read it as he works. Printings 


are calculated n minutes 


every 


minute saved is money earned. The 


buyer should avoid overlooking ar 
detail, however trivial 

Copy for machine-setting should 
be clearly and « mpletely marked 
and size ty pe face measure indi- 





cated in that orde1 When calculating 
type for fitting 


text 


space, always use the cnaracter c 


not words—for real accuracy. All 
indentions, whether paragraph, hold- 
in, etc., should always be indicated 
n “ems” or “ens” of the type size 
being set not in plicas 
4. Pre-plan and schedule dummy 


This phase ot the 
operation 1s the key to smooth pro- 


particulal 


duction and economy. If know 
exactly what you want before actual 
will 


propel plan- 


ning, each operation will be 


you 
production is started you save 
many costly delays. By 
coordi- 
nated with others to the end that all 
operations will converge into a com- 
pleted dummy, 


ready for make-up 


Deadlines should be established and 


enforced with everyone concerned 


including yourself, so that 


when a 
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ewww 


particular signi 


may 


5. Eliminate 


Keep a ¢ 
corrections on 


proots should 


ng, et sho 
printer 
ready for the 
be neatly past 
] f ot} 


clipped tode 


Acc irate 


curate layout 


be marked. If 


ior to sending 


ith the Gummy 


t 
itl 


YO tO press 


lean GuUuiTiMN\ Mak 


\ 
be Submitted el 


j 
ua 


Do not walt until the 


lacking in finish, some direct 


necessary, 


incorporating 
supplied—not 


confusingly m 


? ad cop 
a. Is the ad 


ber corre 


b. Is it to run in 


c. Are the 
d. Check tl 


Eliminate 


j Check 
dress and phone 
CT 

color? 

. 5 
prices correct 


1e size of the ad 
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plan your booklets to these specifications 


AND SAVE MONEY! 


If you have booklets to print in quantity, you can make a substantial saving by 
designing them to approximately the sizes illustrated above 
Maher print them 


and then let 


Why? Because booklets of these sizes flow through the Maher plant almost 
automatically. Big, new 2-color presses print the entire booklet on a single sheet 
of paper. Automatic equipment of the latest type folds the sheet to size, stitches 
the booklet precisely, trims it neatly and counts the finished booklets mechancially 

This production of quality letterpress printing by modern manufacturing 
methods is saving many dollars for Maher customers. It can make your promo 
tional dollars go further, too . . . especially on those longer runs where a lo 
cost is so imperative. Use the coupon now to get full details 


MAIL THIS COUPON TODAY FOR ESTIMATE 


JOHN MAHER PRINTING CO., 2001 Calumet Ave., Chicago 16, Ill. 


John Maher 





. . ! E osed sample r dun E 
Printing Company == 
1 Nome 
2001 Calumet Ave., Chicago 16, Ill. : « 
lf it’s printed by lette rpress it’s good counte ; - = ~ ins 
! 
| 


If it’s printed bv Maher it’s better 


February, 1953 





' 
| 


| 









The most brilliant 
scintillating copy 

can “look dead tT it doesn t 
have the right jace 


(type face that is) 


And “dead looking’ copy 


isn tread 


Creating the? gl ttype n ood 
to make ads ‘look alive 


isa special art with 
Poole Bros Ine 


F or here are people with a 


I ypograph ij that turns 


sentences to SPILSE 
] “al ff 
people u al at? 
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for the feeling ot {ness 
1] 4 ) 
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aa ’ 4 
th meessage anda ar 
I } l 
cho make sucl prosaic thing 


nave specia ea) nie 
nad composition 
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»y f 1] te } ' j 
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Agency Ad Composition 


phone WAbash 2-6800 
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Has it been properly prool 


read? 


+] 5 ! 
Late copy S COSTLY avoid 


‘time ‘Haste makes waste” 


a tew more minutes spent In 
ct preparation will save hours 


stly prod iction time in the plant 


] } } 
time is extremely costly and Is 








usually caused by late copy, such as 
waiting for copy, plates, cuts, et 
This may seem minor at time, but 
actually may Cause a CO adelay I 
lelivery dat | 
; 
9. Proper en: | instructions 
Proper instructions and infor- 
matior { 1 eng r are ex- 
Piven tne can be é costly and 
caust makeove deli Be sure 
your cop s the é lable 1 
PIVeS you el! < ‘ cnance t 
PVE you qualit na service {at 
no extra cost t 1) and it ves 
your printer a cnance to cut dow! 
his proauctior t D ess mMakKe- 
ead It es i bett juality 
nd taste S¢ é Orde na nsist 
ym all engravings nd } te bel! | 
nade to pica and | 1) dimen- 
sions (bot! printing surface and 
mounting blocks). Be sure all crop 
arkKs na ! tise ( iV ana 
properly indicated. The ne -avail 
able plate iue tacked na 
fush trimmed ; | ae 
makeup time less S I it < ! - 
et a ot tt rie ! ‘ < } 
\ling. saves UD t time ; } 
ye 
10. It pay hy 
ach month doit ttle pre-plan- 
ning with vo : t, here ; . 
a few well spent ite ' save 
yu plar our ble 1 pave to 1 
best advantage t ) CO 
forms so tnat ye et tne Oost to 
the least. Work tht mscnedul- 
ng your torms tor makeup and the 
> 
press room. Be sure he kno you 
deadline dates 
11. Establish color position fo 
press economy Plat ou Colo 
pages so that you can a 1a al ul 
necessary press u Check witl 
your printer for page positions whicl 
enable you to take advantage ot < 
split fountain.” When sending 
dummy for makeup be sure to indi- 
cate color page ind submit colo 
Sal ples 
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2. Standardization of colors 

The Printing Industries of America 
American Assn of Advertising 
National Assn ol 
Manufacturers have 
recommended that the graphic arts 
industry adopt them as rapidly as 


possible. Use of these standard col- 


Agencies and 
Printing Ink 


ors will help save you mone; 


13. Elim nate 


press holdu DS 


Press corrections are costly and 
should be nece ssary only in cases of 
extreme emergency. In holding the 
press for one small correction you 
involve the typesetter, the lock 1} 
man, the pressman, and a helper. It 
may only take the typesette! rie 
unit” to make the correction but ir 
the meantime the lockup man, the 
pressman and helper and pre ave 
been standing by and stand-by 
time costs the same as wo ! t t 
14. Submit “kill copy” promptly 
This seer ul t ¢ 
te but if the K ( ! S t 
promptl ibmitted it 
indue loss of t e and t 
15. Keep holdove ‘ 
nir This item cannot b 
treated Viti ndifte rence Overset 
ting ses up vz able et ( 
Stl time It « sts the p t é 
money ind st! lld be he t the 
west DOSS ble ¢ el! t t yt 


Wilton Booklet Describes 
Special Printing Process 
W. H. Wilton, Inc. (Chicago) 


published a booklet describing 

Wilglo printing process. The proces 

Jt ts ol t ette | t nt 

vith lu nescent al r ‘ 
iterials 

describes uses for luminescent print 


ng. An insert explains how the Wil- 


#10 process permits letterpress use ot 
Day-Glo, which has generally beer 
4 | 
Limited O Slit scree! I r 
printing in the past 
- —- 
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Printcralters Develop 


New Sell-Locking lag 


Patents have beer ssued to The 


Printerafters (Svracuse) fo 


usual self-locking tag which car 
utilized many ways including boo! 
1 1 

lets, folders, product identification 
etc. The unique feature of the 

that it is entirely cut fro: 

sheet and locks without staple ‘ 
hesives or othe ttac! { I 
Simple dle- its na one ! j e 
tne locKiIng The te SO ¢ 

ne nee t r 






Because of its construction, 
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nost 


any printed item at a very 


cost. A 16-page 


which, itself, incorporates the 1 
tag as one tne eat r l istra 
10 tvpica St ( the 1 y } nciple 
I enses oO! Oo ilt basis are } 
sued to printers throughout 
ount Actua the principle 
ptab yr eve the smallest s 
I I I ne tt 
dad sc neg e and 
t eS ad the 


Nene 


Anyone con produce beautiful 
plostic bound books in 
these 2 easy steps 


NOW. -- YOU CAN DO 


PLASTIC 





THIS STRIKING PLASTIC BOUND 
PORTFOLIO-PRESENTATION FREE 


Get your personalized edition today 





pack v iStrated ideas? 
using beautiful plast 





advertising presentations, sales 
manuals and ott 
erature. This u 
portfolio giv 
cation and 
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5 
GENERAL BINDING CORP., Dept. AR-1 
812 W. Belmont Ave., Chicago 14, Ill 


BINDING 


RIGHT IN YOUR OWN 


Bind all sizes of loose pages—any prints 
or duplicated material with « I 
GBC Dinding eq men iI 
it ‘ S nds. Yo id pr i 

¢ lil t tion m pe lI 

pe ne nd i reast effectiveness 
and life of your literature. Pages lie pet 
{ fl I y be inser i or re 
moved any place in book. Save money 


too. Anyone can operate. 


GENERAL BINDING CORPORATION 
Dept. AR-1, 812 W. Belmont Ave., Chicago14, Ill 


Please send me at once my free plastic bound 
PORTFOLIO-PRESENTATION that includes prices 


and applications understand that ther 


utely no obligation 
NAME 
ORGANIZATION 


ADDRESS 


ag can be incorporated as part ol 


booklet A Idec 


OFFICE 


GET THIS FREE PORTFOLIO-PRESENTATION... TODAY! 
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A major advance, which, accord- 
ing to industry leaders, will broaden 
the scope of the screen process print- 
ing industry, has been announced 
by Eastman Kodak Co. (Rochester, 
N. Y.). It is the photographic firm's 
Ektagraph process, through which 
continuous tone printing is possible 
for even the smallest screen printer 

The process, announced at the 
Screen Process Printers Assn. con- 
vention in Chicago, can be used for 


G. D. Crain, Jr. 
Publisher of 
Advertising Age. 
Advertising 
Requirements 
and Industrial 
Marketing. 


ar 











provided, 





We’re proud to have played our 


"Not only was the 
plastic binding, 
extremely attractive, but 
the work was well done and the service 
generally of a high character. . 
were very much impressed with the 
manner in which 
part of the production job 
was handled." 


Halftone Screen Process Printing Possible 
With Ektagraph Process Announced by Kodak 


four-colo1 
and-white 


work as well as black- 


The Ektagraph process combines a 
halftone and line positive with a new 
matrix film developed by Kodak to 
produce photographically faithful 
stencils which will reproduce even 
the most delicate tonal graduations 
with high fidelity. Among samples 
exhibited at the convention were re- 
productions of black-and-white and 
color 


photographs, line drawings, 


Advertising 
Requirements 
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which you 


- We 


this important 


part in the initial promotion brochure for Advertising 
Requirements. Service Bindery, like AR, is geared 

to meet your production needs and solve your 
problems. Every job receives the same dependable, 


quality service that has made us 


Ist choice of advertising 
executives and 
top production men. 


Service Mounting & Finishing Co., 


ye latiilamell 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 


* Portfolio 
Specialists * 


CAlumet 5-3224 





Finishers of Advertising Displays for Advertisers 
Lithographers * Printers 
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and printed matter of various types 

Kodak points out that silk screen 
printers can produce their own half- 
tone positives through the use of a 
standard process camera and the 
Kodak Magenta Contact Screen, o1 
have such positives made for them 
Once the 
screen positive is obtained, all othe: 
work can be done in the printer's 
own shop through the use of a con- 
tact printing frame, three trays and 
three chemical solutions 


by local photoengravers 


Two of the major advantages are 
it takes less 
than 45 minutes from the time the 


its low cost and speed 


picture is taken to the time a printed 
reproduction can be made 


The primary uses for the Ekta- 
graph process will be in short runs 
where halftones are desirable and 
in printing on spec ial surfaces such 
as plastics, metals, rubber, fabrics 
and others. The process is already in 
use for car cards, department store 


display signs, restaurant menus 


merchandising displays, programs 


and similar uses 


Advantages of Offset 
Explained in Booklet 


A colorful eight-page folder, A 
Better Run for Your Money, has been 
Harris-Siebold Co 


It features some of the 


prepared by 
(Cleveland) 
material contained in the firm’s mo- 
tion picture of the same name 
Basic feature of the folder is a list 
of the “eight freedoms of offset li- 
thography “The items listed are 
more color, more illustrations, large 
illustrations, unlimited art tech- 
niques, wide) choice of papers, re- 
peated use of art, less time and 


greater quantity per dolla 


Reissue Ink Booklet 


The National Assn. of Printing Ink 
Makers has republished its popula 
booklet, “Printing Inks of Today.” 
The colorful booklet tells the history 
of inks and gives helpful details con- 
cerning the use of inks for all mod- 
ern printing methods 
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201/Circle on Readers’ Service card 
Wilglo Printing Process 


W. H. Wilton, Inc. (Chicago) describes its 
Wilglo process which permits volume let- 
terpress printing with luminescent and 
fluorescent materials. (Page 89) 


202/Circle on Readers’ Service card 
Successful Signs 


Successful Sign Co. (Racine, Wisc.) fea- 
tures its stock signs for a variety of pur- 
poses. Booklet also describes decals and 
custom made signs. (Page 39) 


203/Circle on Readers’ Service card 
How To Sell 24 Hours A Day 


Minnesota Mining & Mfg. Co. (St. Paul) 
presents a personalized portfolio showing 
a variety of examples of its Scotchlite in 
use. (Page 41) 


204/Circle on Readers’ Service card 


Four Ways to Get More Sales 
Without More Salesmen 


Perrygraf Corp. (Maywood, Ill.) describes 
its slide charts in a 28page brochure with 
nearly 150 examples illustrated. (Page 29). 


205 /Circle on Readers’ Service card 
The Picture’s The Thing! 

Collins, Miller & Hutchings (Chicago) tells 
about its color motion picture in a folder 
containing photos taken from the film. 


(Page 61) 
206 /Circle on Readers’ Service card 
Craftint Multicolor Process 

Craftint Mfg. Co. (Cleveland) describes 

its three new processes for production of 
four-color illustrations at minimum cost. 

(Page 61) 
207/Circle on Readers’ Service card 
How To Prepare Perspective Drawings 


TM Publishers (Chicago) offer a booklet 
showing how to prepare several basic types 
of technical drawings. (Page 69) 


208 /Circle on Readers’ Service card 


Revolutionary Strechtype 


Harry Baird Corp. (Chicago) describes its 
patented method by which type and art- 
work can be enlarged, condensed, etc. 


(Page 23) 
209/Circle on Readers’ Service card 


You Save 3 Big Ways With Artype 


Artype, Inc. (Chicago) illustrates over 250 
different sizes and styles of Artype in a 52- 
page catalog. (Page 73) 
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Use these return cards 
for publications 
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CS Achvertising WELLS 


BT ere LURE we pier e 


* Send for these helpful 





STO 


selling tools 





210/Circle on Readers’ Service card 
Successful Sales Campaigns 


Cappel, MacDonald & Co. (Dayton) pre- 
sents information on organizing effective 
incentive campaigns in a 32-page portfolio. 

(Page 27) 


211/Circle on Readers’ Service card 


Packaging Problems Solved With Geon 


B. F. Goodrich Chemical Co. (Cleveland) 
describes eight packaging case histories 
covering a variety of cases. (Page 76) 


212/Circle on Readers’ Service card 


Cartons by Gair 


Robert Gair Co. (New York) shows 34 
basic styles of folding cartons in a colorful 
24-page booklet. (Page 76 


213/Circle on Readers’ Service card 


101 Ways to Get Better Packaging 


W. C. Ritchie & Co. (Chicago) offers a 
booklet containing a handy what-who 
where-when-why-how checklist. (Page 77) 
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214/Circle on Readers’ Service card 
Celanese Acetate Sheeting & Film 


Celanese Corp. of America (New York) 
explains applications for its acetate sheet- 
ing and film. A series of helpful charts are 
included. (Page 77) 


218/Circle on Readers’ Service card 
Lumarith Acetate Transparent Film. 

Another booklet by Celanese Corp. of 
America showing over 85 labeling and 
packaging applications of Lumarith Ace- 
tate. (Page 77) 
216/Circle on Readers’ Service card 
Type and Its Origin 


Monsen (Chicago) describes its sound- 
strip film on the development of type 
through the ages in a 24-page booklet. 

(Page 46) 


217/Circle on Readers’ Service card 
Ludlow Typefaces 


Ludlow Typograph Co. (Chicago) presents 
one-line specimens of 31 Ludlow typefaces 
in a four-page folder. (Page 47) 
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218/Circle on Readers’ Service card 
For Your Guidance 


Bauer Alphabets (New York) offers a 36- 
page catalog illustrating over 50 popular 
(Page 47) 


type faces it produces. 


219/Circle on Readers’ Service card 
De Roos Roman & Italic 


American Type Founders (Elizabeth, N. 
J.) shews applications of its new De Roos 
(Page 47) 


Roman and Italic typefaces. 


220/Circle on Readers’ Service card 


One-Line Showing of Bundscho Type Faces 


J. M. Bundscho, Inc. (Chicago) presents 
over 350 one-line specimens of its typeface 
(Page 47) 


availabilities. 


221/Circle on Readers’ Service card 
An Idea 


The Printcrafters (Syracuse) describes an 
unusual self-locking tag which eliminates 


staples, adhesives and other attachments. 


(Page 89) 


Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, P. L. & B., Chicago, Il. 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


eaders’ Service Dept. 


102 








222/Circle on Readers’ Service card 
A Better Run For Your Money 


Harris-Seybold Co. (Cleveland) describes 
its motion picture on offset printing in a 
folder containing a list of offset advantages. 

(Page 90) 
223/Circle on Readers’ Service card 
Printing Inks of Today 


National Assn. of Printing Ink Makers 
(New York) tells the history of inks and 
gives helpful details on their use. (Page 90) 
224/Circle on Readers’ Service card 
Keeping Up Your Front 


National Electric Sign Assn. (Chicago) 
tells how to operate and maintain neon and 
electric signs. (Page 41) 
225/Circle on Readers’ Service card 
Announcing 10 New Fototypes 


Fototype, Inc. (Chicago) illustrates 10 new 
Fototype faces in an illustrated four-page 
folder. (Page 47) 
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226/Circle on Readers’ Service card 
Questions & Answers 


Printing Plates, Inc. (Chicago) answers a 
variety of questions about its new plastic 
printing plates. (Page 64) 


227 /Circle on Readers’ Service card 
The Working Kit 


Hammermill Paper Co. (Erie) offers a kit 
of aids to use in developing a new business 
letterhead. (Page 97) 


228 /Circle on Readers’ Service card 
Your Next Letterhead 


Another letterhead-designing aid offered 
by Hammermill Paper Co. It contains 24 
pages of handy information. (Page 97) 


229/Circle on Readers’ Service card 
The Psychology of Business Impression 


Neenah Paper Co. (Neenah, Wisc.) pre 
sents a portfolio of materials to help in se- 
lecting an effective letterhead. (Page 97) 


230/Circle on Readers’ Service card 
Brightwater Letterhead Appraiser Kit 


Brightwater Paper Co. (Adams, Mass.) of- 
fers a series of acetate overlays with typical 
business letter styles to be used in checking 
letterhead designs. (Page 97) 


231/Circle on Readers’ Service card 
The Apeco Auto-Stat Story 


American Photocopy Equipment Co. (Chi- 
cago) describes its new office photocopy 
process which eliminates 10 normal opera- 
tions. (Page 72) 


232/Circle on Readers’ Service card 


1953 Market Data for the Western United 
States 


Blum’s Advertising Agency gives a coun- 
ty-by-county tabulation of families in 11 
Western states and Hawaii. (Page 92) 


233/Circle on Readers’ Service card 


A New Idec In Air Shipping 
That Has Made Transportation History 


Emery Air Freight Corp. (New York) de- 
scribes its services which provide special 
controls in the handling of air freight. 

(Page 92) 


234/Circle on Readers’ Service card 


How to Win Awards and Influence 
Audiences 


Graphics Institute (New York) tells the 
story of prize-winning annual reports, text- 
books, magazine features and direct mail 
pieces. (Page 93) 


—— Ch 


Use these return cards 
for publications 
mentioned on this page 



































10 





| 








12 



























February, 1953 


A survey 
AGE 
little 
OWN 


revealed that 
idea just how 


Counseling 
Advise on distribution policies 
Advise on sales policies and 


plans 
Advise on merchandising poli 
cies and plans 

Advise on catalogs 


saies aids 


house organs or advertising 
materials NOT prepared by 
agency 

Advise on basic advertising 
policies and progran 

Advise on sales quotos 

Assist in planning sales con 
ventions 

Assist in planning sales con 
tests 

Public Relations, Publicity & 


Industrial Relations 


Release news stories about Ad 


verfising campaigns to business 
press 
Release occasiona 


news stories 


about product or personne 
changes 
Conduct complete publicity 


campaigns on product or po 


cres 


Poll national, local, trade or 


employee opinion of odver 


fisers policies 


13. Advise client on relations with 
public community suppliers 
and competitors 

14. Advise client on relations with 
employees or unions 

Market Studies 

Conduct studies and advise on 

15. Extent and location of markets 

16. Effect of income, race and ox 
cupation on sales 

17. Effect of seasons and business 
trends on sales 

18. Distributor, dealer and sales 
territories 

19. Sales appeal pricing and 
packaging of product 

Products and Packaging 

20. Develop new products 

21. Make preliminary rough draw 
ings of product design or styl 
ing 

22. Make finished product designs 

23. Make preliminary rough draw 


ings of packages 


Make finished package designs 


conducted by 
many 

many 
advertising agency offers. To show just 
what services agencies do offer their clients, 


96% 


95% 


98% 


84%, 


100% 


55%, 


7 
74%, 


85% 


73° 


88% 


30% 


57 %e 
39 % 


90%. 
79%, 


advertisers have 


ADVERTISING 


services their 


Dealer Surveys 
Conduct surveys of dealer and distributor 
Opinion on 
25. Preferences for point-of € 
material 62% 
26. Product styling and packaging 59% 
27. Advertising 69 % 
28. Sales, distribution, pr g and 
morgin policies 59° 
Consumer Surveys 
Conduct Consumer Surveys on 
29. Preference between competitive 
products 66 
30. Preference for product desiar 53 
31. Preference for package designs 57° 
32. Preference for publication 63° 
33. Preference for radio statio 52 
34. Retail outlets from which they 
buy products os 
35. Opinion on pricing, q ty d 
ervice 9 
Consumer Research Methods 
Conduct consumer surveys employing 
36. Mail questionnaire 7 
37. Interviews by agency personne é 
38. Field interviews by trained re 


searchers employed 


Dy agency 


39. Field 


nterviews by ar 


pendent research orgonizatio 66° 
40. Telephone interviews 39° 
41. Continuing consumer pane ° 
42. Consumer jury 5 

Planning, Creating and Producing 
Advertising 

43. Recommend size of advertis 

appropriation 97 
44. Recommend basic ailocat of 

appropriation 0 
45. Plan timing of ampaigr a 

individual ads 
46. Create sales and merchand ] 

ideas 98 
47. Develop basic copy appea 100° 
48. Make rough advertising layouts 100° 

Art and Printing 

49. Make comprehensive advert 

ng layouts 9 
50. Create finished art ow t 

department é 
51. Make  photograpt Ow 

studio 9 
52. Produce direct mail pieces, let 

ters, broadsides, booklets at 

ogs or folders 9 


A Checklist of Agency Services 


53 


54 


55 


56 


57 


58 


59 


60 


61 


62 


63 


64 


65 


66 


67 


68 


69 


70 


71 


72 


73 


AR has combined the results of several sur- 
veys. Compensation for these services varies. 
The number following 
the percentage of agencies surveyed which 
offer this particular service. 


-ach listing indicates 


Produce complete packaged 


deoler or decler-cooperative 


advertising campaigns 


Develop complete merchandis 
ng or sales programs, includ 
nq printed sales aids, presen 
tations, etc 

Radio 
Direct and produce etwork 
radio program 
Direct and produce tran 
scribed radio programs for 
spot release through agency 


Direct and produce transcribed 


cadio programs for local place 


ment by declers, not througt 


agency 


Supervise locally-produced ra 
dio programs in local markets 
Buy package radio shows 

Buy ndividua radio tolent 
artists actors onnouncers or 
writer 

Write complete continuity for 
m cal or variety radio pro 
gram 

W rite mmercia nd ¢ 


Television 
and produce etwork 


n shows 


Direct and produce film TV 
ommercic for spot release 
through agency 

Direct and produce film TV 
ommercia for pot release 
through agency 

Direct and produce film TV 
commercials for local place 
ment by dealer not through 
agency 

Direct and produce film TV pro 
grams for local placement by 


dealers, not through agency 


Superv S€ ocally-produced TV 
programs in local markets 
Buy package TV shows 


Buy individual TV talent 

tist actors announcers of 
writers 

Write compiete continuity for 


musical or variety TV programs 
Write 


commercials ona on 


ouncements only 
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86 


87 


90 


Co 


The 


no 


room 


74. 


75. 
76. 
77. 
78. 
79. 


80. 


81. 


82. 
83. 
84. 


85. 


89. 


American 


wet 


typewrite 


one or 


Write 


ments for 


commercial announce 
to be 
locally by dealers, not 
through agency 

storyboards for TV 
commercials 


storyboards for TV 


1dvertisers, 
placed 


Prepare 


Prepare 
shows 
Arrange for clearance of time 
for network TV shows 

Arrange for clearance of time 
for local TV shows 

Provide TV audience surveys for 
clients 
Maintain station coverage rec 
ords or maps, based on direct 
returns, contests or offers 
Conduct 


preferences for TV stations 


consumer surveys on 


Visual Aids 
Buy and supervise commercial 
motion pictures 
Buy and supervise slide films 
and film strips 


Direct and produce commercial 
motion pictures 
films 


Direct and produce slide 


and film strips 


Placing and Buying Advertising 


Study coverage and quality of 


circulation of each medium 
employed 

Study influence of position 
color, location and other fac 
tors 

Keep advertiser posted on 
competitive advertising 
Prepare media estimates and 
schedules 

Make contracts, issue orders to 
media 


New Photocopy Process 
Eliminates Ten Steps 


Photocopy 


The 


chemicals 


and requires no 


It is all electric 
; According to the company 


both sides, on 


Stat Story 


entire ul 
occupies about the same space as a 


41% 


69 % 


24% 


36% 


76% 


54% 


55% 


99° 


99%. 


Equipment 
(Chicago) has developed a com- 
pletely new office photocopy process 


The new principle is used for the 
firm’s Autostat machine 

Autostat eliminates ten nor- 
mal steps in making photocopy. It 


can produce a black on white copy 


in less than 45 seconds and involves 


iit 


dark- 


Auto- 

stat will copy written, typed, drawn 
or photographic material, regardless 
of whether the original is printed on 


} Opaque ol 
; translucent originals. Size limita- 
} tions are 11” x 17” 

P The new process is described in a 
} 12-page booklet, The Apeco Auto- 








91. Negotiate special positions 97 % 
92. Pay medium, bill advertiser 99%, 
93. Secure shrinkage or short-circu 

lation rebates 98% 
94. Protect client on rate increases 99% 
95. Check insertions 99% 


Advertising Research and Copy Testing 


96. Provide Hooper or Nielsen 
radio reports 40% 

97. Maintain own continuing charts 

and studies of listening habits 

for various days and periods 

as a guide to economical time 

purchases and program effec 
tiveness 20% 

98. Maintain independent station 

coverage records or maps 

based on direct returns, con 
tests or offers 28% 

99. Provide Starch magazine stud 
ies 35% 

100. Analyze and interpret Starch 

magazine or ARF Continuing 

Newspaper studies for benefit 

of advertisers or agency cre 
ative personnel 48% 

101. Pre-evaluate advertising copy 
and layout, using a check list 37 %o 

102. Predict readership ratings or 
audience before publication 37 % 

103. Conduct split-run or other 
keyed copy tests 65% 

104. Check on store sales during 
test campaign 69 %, 

105. Pre-check copy, art and lay 
out by consumer tests 357 

106. Send principals, account execu 

tives or creative personnel on 

occasional field trips with 
ent's salesmen 85% 

107. Prepare point-of-sale display 
material 96% 
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Blum’s Offers Market 
Data on Western U.S. 


Blum’s Advertising Agency (San 
Francisco) has issued a new market 
data covering 11 Western 
states and Hawaii. The 32-page book- 
let, 1953 Market Data for the West- 
ern United States, gives a county by 


booklet 
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Prepare presentations and sales 
aids to help advertiser's sales- 
men to merchandise campaign 
to trade 94% 
Present advertising program to 
trade meetings, conventions and 
shows 89% 
Prepare direct mail broadsides 
folders and letters to merchan 
dise campaign to trade 95% 
Prepare dealer tie-in adver 
tisements or radio announce 
ments 86% 
Write letters or broadsides re 
questing merchandising activi 
ty by newspapers or radio sta 
tions 78% 
Supplementary Services 
Edit dealer house organs 50% 
Edit employee house organs 39 % 
Edit consumer house organs 45% 
Produce plant safety, health 
or absenteeism campaigns 26% 
Advise advertiser on internal 
management, organization and 
operations other than advertis 
ng 47% 
Recruit advertising, sales or ex 
ecutive personnel for advertis 
ers 65% 
Prepare and produce catalogs 82% 
Create or produce exhibits for 
conventions or trade shows 77 Yo 
Prepare sales manuals for ad 
vertisers 80% 
Prepare sales correspondence 
manual or write sample let 
ters to quide correspondents 52% 
Answer radio fan mai 16% 
Judge contest entries 35% 


county tabulation of families receiv- 


ing mail by rural or carrier delivery 


The figures, totaling 1,320,796 rural 
and post office box listings and 4,561,- 
891 city delivery listings, were com- 


piled in December 1952 


Air Freight Services 
Described by Emery 
Emery Air Freight 


York) has issued a new 


(New 
booklet, “A 
New Idea In Air Shipping That Has 
Made Transportation History”. It 


Corp 


tells the story ol Emery’ s two basi 
services blue ribbon and expedited 
which provide special controls in 
the handling of air freight 
According to company representa- 
tives, 38°7 of Emery’s $6 million an- 
nual business is the handling of ad- 


vertising materials. In 


addition to 
regular delivery services, Emery also 
offers an 


alr procurement service, 


which is described in the booklet 


Advertising Requirements 
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Business and Professional People ig 
consists of 55 frames with an accom- 
panying sound record. Roy J. Lef- 
fingwell, Director of Public Rela- 
tions for the Hawaiian Sugar Plant- 
ers’ Associatior 


autnorea the pro- 


Graphics Institute Tells 


Story of Contest Winners 
“How to Win Awards and Influ- 


ence Audiences” is the title of a new 


duction 


NIAA Announces Details 


On 1953 Topper Awards 


National 
Assn. (New 


booklet by Graphics Institute (New 


Industrial Advertisers 


York) has 


York). It tells the story of prize- 


winning annual reports, textbooks se 
; . ’ ; classifications for entries in the 1953 
magazine teatures and direct mall , m 
Ts F NIAA competition fo Toppers 
pleces produced by the firn ‘ T : ~ ~» 
Awards Wo Loppers certificates 


Prize 


winners illustrated in 
brochure include the Citizens Utili- 


ties annual report which won 
Forbes Magazine award: Botany 
Mills’ annual report which Was hor 


ored in the Fi 
1 oO te xtbooks PIVE a 
American Instit ite of Graphi Arts 
i story trom Pageant, which won 
honors in the 1950 Magazine Show 
nda Dun & Bradstreet chart 

Was part ol a prize-winning ent 


the 1951 DMAA contest 


Public Relations Film 


Released by Dowling 
A colot slide hin qaesigneda to 





aa ta toe ee te gue 

> f AS he 
D g Pictures (Los Angeles) for Ue -..// “Bae 
"The film, “Public R AT YOUR (yur 
THE SALESMAN AS SEEN BY _ SCISSORSTIP,, 3 1 






a 
month 


JUST TO CONVINCE 
am MMN IN Sm 


YOURSELF, WRITE 
TODAY FOR FREE 








SAMPLE MATERIAL 





Convention Giveaway 


f 


February, 1953 





wos presented fo thoie who wormed * = MU LTI-AD SERVICES, 
canihana: ie Mahan 103 WALNUT ST., 


one for entries based on relatively 

large budgets and the other from 

those operated on smaller budgets. 

will be awarded in each of seven 
issifications 

1. Introducing a new product 

c Developing new markets 


Creating brand preferences 


+ lr rovi acceptance ior a con 
pany's name, products or service 

5 P esentil yroduct »€ ( 1 

b Instit it ) p omotior 

7. Special « hort te objectives 
W nne S be oO iced 4 

NIAA’s 1 i l ( ere € 

Pitt b g J ne 2-25 


39 
a 


Three hundred or more 
subjects each month, 
more than a 1,000 repro- 
duction proofs, litho- 
graphed on a fine grade 
of enamel stock. Not 
canned or out-dated ma- 
terial but original art 
created by our own staff, 
all up to the exacting 
standards of top-quality, 
modern commercial art. 
Two sections each month, 
one containing thirteen 
171." x 221,” pages, the 
other twelve 8'," x II 
pages. Twenty or more 
actual work samples in 
color illustrating the 
most effective methods 
of application to your 
needs. All this for only 
$15.00 per month. No 
wonder many nationally 
known companies renew, 
year after year. 
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ONE 

The 
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Whether the jobs call for HAmMicToN Business PAPERS or HAMILTON 


Text & Cover Papers. vou'll find them easy to work with through 
every phase ol production Moist ire-proo wrapped, the teed 
smoothly and fast. register accuratel You'll make more than 
money with Hamilton Papers. You'll make fast friends—ltast. 
ot HAMILTON BUSINESS PAPERS +. HAMILTON TEXT & COVER PAPERS 
HAMILTON BOND HAMILTON ANDORRA 
HAMILTON BOND SCRIPT HAMILTON VICTORIAN 


HAMILTON LEDGER HAMILTON LOUVAIN 


HAMILTON MIMEO HAMILTON FINE LINE 
HAMILTON DUPLICATOR 
HAMILTON SHEFFIELD 


OLD TREATY BOND (rag content) 
MONTGOMERY BOND 


MONTGOMERY LEDGER HAMILTON WEYCROFT 


HAMILTON GAINSBOROUGH 


MONTGOMERY MIMEO HAMILTON KILMORY 





HAMILTON OFFSET * HAMILTON OPAQUE + HAMILTON VELLUM 


W. C. HAMILTON &€ SONS, MIQUON, PA. 


Offices in New York, Chicago, Los Angeles 
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LETTERHEADS... 
Advertising Medium? 


Your company’s letterhead reaches thousands of prospects, 
so why not make it part of the overall advertising program? 


This article suggests several methods to get extra value out 





of business letters. 











‘ S ( ise etterhne S T t 
trend has t ken many torms zs I “vest etters . ‘ I 
S the siae MOK I owe nted i 
> In its Psychology of Business I Ss f the advertising lar type. The 
yressio?r Kit fo1 letterhead desigr : 3 ire the best cl I ir-page let- 
| Neenah Papet Co (Neenah, Wis S St ¢ 
yanies are desig! g spe St é Tt ( ¢ t 
etterneads whicn s pp t ¢ ¢ 
strengthen the s« ng message. Proc ‘ it t 
ictSs and pacKages are illustrated o1 tl igh tv pe te 
the letterheads Companies with var- > The second for: Sa doubie 8S x 
ied products or services create spe- 11” sheet folded at the top The same >» Multi-page letters ofter ntal 
cial selling letterheads for each prod idea can be used with a fold at ne I ture story a nside pages rt 
uct or service group These special left side of the page Advertising ma- particular type yt letter Nas Ire 
selling letterheads contain basic sell- terial is printed on the second page yuentiy been used ellectively Dy} 
ing information: names and pictures or inside spread. Hammermill ex eges 
f products, trademarks, slogans, ad- plains the difference 
dresses and phone numbers of sales an . 7 Ss 
Oe | 1. The four-page letter folded at > Waterma showing traden 
offices, sales arguments, testimonials ' : : 
the top is the more versatile rt the nave been tavorites tor many vea 
credit terms 
two. The first page can be a person- Many firms now print ul 
alized letter without danger of me- watermark, using a very light t: 


chanical difficulty parent 
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endorsement for 
your product? 








Want wider 





> Embossed “stickers’’—frequently 





metallic—are attached to letterheads, 


particularly to note anniversaries 





and othe) special events 


sO. he ieee i ele 
S. D. WARREN COMPANY'S 
Patt i-1- | Mae) ye 
for February 9 and 
THE SATURDAY EVENING POST, 
February 14. Be sure to read it. 





> Other firms use an adhesive tape 


“stickel on lette Eve 
nave a variety ol these one 

i 
every speClal Sale tory It S 


portant that these be I nign qualit 


SO aS not to detract trom the qual 


tt 


Ol a good ietternead 


an advertising message to Dus 

ness tetters 1s thn mug! special en- 
velopes One ne } 
types today Is the envelope With a 
photograph across the entire back 
side. Other forms include message 
n the lower lefthand corner: special 
stickers ine i 
poste r ete 





But, no matter what type of ad- 

vertising message idded, the basi 

advertising job is through the lette1 
sav’ head itself. Design of letterheads is 
< ns too frequently left to the print 
rre Even though many printers are com- 
petent in letterhead design, they 


can't be expected to make the design 
an integral part of the customer's 
advertising program 

The real key to the problem is in- 
cluding business stationery in the 
overall advertising planning. Apply 
the same standards of production 
vhich are applied to a four-colo 


spread in Life 
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Typographic designers are agreed 
that letterhead design is one of their 
toughest problems. This fact should 
indicate clearly that the job should 
be placed in the hands of the most 
expert advertising craftsmen 

One of the best places to start on 
letterheads 
1S by studying the materials made 


the proper design of 
available for this purpose by lead- 
ing paper companies. Some of the 
better aids include 


The Working Kit 
mill Pape Co portfolio containing 


samples of letterhead designs, match- 


ing stationery, business forms and 
other printed materials. The kit also 
contains details on Hammermill’s 


“Signal System” (the use of special 
colors to identify various printed 


materials) and printing layout sheets 


Your Next Letterhead A 24- 
page booklet on planning and desig 
: : 


of letterheads, also publ shed b 


Hammermill Paper Co. The booklet 


contains a list of the essential ele- 
ments of a ietternead design is- 
trations of various types o! ae 

let ] ? } t ? f war 

dadetaus on seilectio! I pape 


special material on envelopes 


The Psychology of Business Im- 


pression Neenah Paper Co.'s 

tol letterhead design A l6-page 
manual gives helpful pointers 
cluding a handy checklist. Also in- 
cluded are samples f 24 different 


letterhead styles 


Letterhead Appratser Kit 


Brightwate) Pape! Co (Adams 
Mass ) has p qauce St es of ace 
tate overlays containing typical busi- 
ness lette rs These Cal ne place 
over layouts of letterhead designs t 
{ now the agesigns wlll t 
when put to use. The kit contains 
five 8!o xll transparencies—doubk 
spaced copy in wide, medium and 
narrow measure, and single spaced 
copy in narrow and wide measure 
Also included are several pri tea 
samples of Brightwater bond lette: 


head papers 


Kimberly-Clark Announces 
New Paper Packing Vethod 


A new carton pack that reduces 
packaging costs and delivers severa 
handling advantages has been intro- 
duced by Kimberly-Clark Corp 
(Neenah, Wisc.). It is bei: 


ig used Ifo 


February, 1953 


the firm’s coated and enamel book needed 


papers 


>» Coated pape! spoilag s reduced 

The new Cartons are ol 300-po ind Remainde I pape alte runs ol 
test corrugated fiberboard and e- less than case quantit S protected 
place bulky wooden cases, whic! in the sealed cartor ather than left 
have been standard for years. Ad- in an opened case, exposed to |} 
vantages claimed for the ne Ci midity cnange dirt aq exces 
tons include handling 
> Faster and cheap ie t D » Pape in artor is not pyyecte 
distributors to nall puncture 
> Cartons cal be opened ;UIC} The same terp ) pape sé 
with a pocket knife as an inside wrap in the ode 
> Storage space s cre ec I ases 1S ri the cartons The ne 
men without liiting equipment pack isec a sneet es unde 
stack them into neat piles high 38 x 350. Larger sheets continue 
than bulky cases, and one man cat to be ed skids a S¢ 
remove pape Lro! the top carton as T 


re em a a ow a aw www ww wo oo ww ow ow ww ww ww ww wo we ww we ww ww www wow yy 





COATED BOOK @® OFFSET 


COVER STOCK ® BONDS 


GUMMED PAPER 


PRINTING 
OF 


PAPERS 


ALL KINDS 


MARQUETTE PAPER CORPORATION 
Phone CEntral 6-8255 


700 Lake Street Chicago 6, Illinois 


W HOLESALI 
PAPER MERCHANTS 
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Preferred Sources for Services and Supplies 


e Advertisements im this section limited to three inches 





MATS 


FOR QUALITY 
LEU 
Cw ae 
he 


Ze 
THE KRaupmaun 


MAT & STEREOTYPE CO, 


1441 FREEMAN AVE., CINCINNATI 14, O. 


[FOR DAY.OR | 
|__ NIGHT Setuize! 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
e@ cuTSs 


@ Quality @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
co., INC. 





SALES LETTERS 


CSS 
Better Sales Letters? Yes!!! 
Sample Offer: For your own firm Pll 
write one of my Master Model sales letters— 
full rights yours — internationally used since 

1930 by all kinds of firms 
Mail your 


complete details today 
cover composition costs.) 


JAMES HENDERSON 


11626-3436 Woodward Ave 


($15.00 to 


Detroit 2, Michigan 


TYPE SIZING 





New invention, Streehtype* is the 


answer to 17s" column headache. 


One °5 STRECHTYPE* FREE 


The 8x10" size or $5 cre 


dit on more ex 


pensive photos. STRECHTYPE* saves 
you time and money by reproportion- 
§ comp fs of 


ing 


4 nr f F tue art 
lete ads, proofs of type, at 
ne or more colors. Or 


12 x 16° can 
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PHOTOGRAPHERS 


In PHILADELPHIA it's 
J. T. McGARRY 


for 
Industrial & Advertising 


PHOTOGRAPHY 


264 S. 16th St. ° KI 5-4166 


ART KITS 









#10 KIT OF 
STOCK ART 


FREE 


HARRY VOLK JR. ART STUDIO 
800 Central Bidg., Atlantic City, N. 4 


These small space advertisements 


are being read by an audience of 20,000 
posed of National Advertisers, Advertising Agencies 


a 
Y 
Regional and Local Advertisers and Media Promotion 2 
l 


Managers 


Do you have a service or a product to sell to this 


Here 


$3,000,000,000 market? 


are the 


com 


$ 


rates 


12 times 


54 
36 
18 


CHARTS 





CHARTS 
ao 


We can help 
you make yours 
outstanding 


GRANTHAM GRAPHICS 


111 West Jackson Blvd. 
Chicago 4 


Phone WAbash 2-7751 





EXHIBITS—-DISPLAYS 


- 


POO OOS Consider ~ooroooes 


Superior Displays. Ine. 
Jurius R 


Boylston St 


Pricu, President 


1112 Boston 15, Mas- 


Point-OF-PURCHASE DISPLAYS 


CREATION TO INSTALLATION 


OVER-ALL COUNSELING 


Point-ofr-PurcHASE Prosi ws 


PROFESSIONAL INSTALLATION 


Winpow anp INteRIon Diseravys 


Twenty-five Years of Experience 


el 


rrr rr rr rrr rrr rrr rrr rrr wrer 





DISPLAYS 





Your Display problems ~<a 
are our business...- 


=~ 1 MARDOR REPRODUCTIONS 
N17 LYONS ave e levingten 11 


6 times ] time 


$57 $60 
38 40 
19 20 


Send your copy and instructions to start with the 
March issue today. Forms close February 2nd 
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hm .. the one name to remember for... 


Pye ar Va 


PORCELAIN ENAMEL 
SIGNS and LETTERS 


Y... after year, Texlite lifetime porcelain enamel 


signs, sign faces, and letters have heralded famous-name 


products and firms across the nation... with impact and 


distinction as exemplified above. Texlite quality lifetime 
porcelain enamel is laboratory controlled . . . assuring endur- 


ing brilliance and beauty ...a top-most and lasting invest- 


ment in prestige and showmanship. 


@ QUALITY 


an 
SIGNS and LETTERS 


ew? 


I exlite has 


product must be as 


only one standard...every Texlit 


fine as skilled minds and hands ca 
achieve. Texlite has been 


Just as America’s number o 


name in porcelain enamel, Texlite now offers a superic 


sign 
signs of both pigmented and painted plastics. Write f 


plastic service. Texlite fabricates letters, faces, an 


illustrated brochure giving complete information. 


Te VE? 


ING. 
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